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Rough Proofs 


They say that love laughs at 
hocksmiths, but not even a lock- 
mith can laugh at picket lines, 
1s W. Gibson Carey Jr., president 
{ Yale & Towne, discovered when 
he tried unsuccessfully to enter 
his office in Stamford recently. 

. + #2 : 

The News Letter of the College 
ff Agriculture of the University 
f Idaho recently featured a story 
n “First Licensed Artificial In- 
semination Technicians.” But 
ion’t get excited. It was talking 
bout cattle. 

Tv’ Vv F 

There’s just a little bump over 
our ear that represents your fig- 
wing ability, says N. W. Ayer, 
with a bow to Comptometer, but 
maybe the size of the bump de- 
pends on the kind of figures you’re 
most interested in. 

8° 

Charles H. Morse III has been 
elected vice-president of Fair- 
banks Morse in charge of research, 
patents, traffic, the western pump 
division and Inland Utilities Com- 
pany, a subsidiary. 

What will he do with his spare 
time? 


a 
Casper Ooms, Patent Commis- 
sioner, says more patents have 
been suppressed by technological 
progress than by any trade con- 
spiracy. Sounds reasonable, but 
who else in Washington professes 
to believe it? 
7 ¥ 
Venida Hair Net Company is 
planning to resume use of human 
hair in its products, replacing 
rayon substitutes used during the 
war. Is it possible there is one 
natural product left which is bet- 
ter than the synthetic? 
. * 9 
It takes 300,000 Chinese women 
to make all the hair nets Venida 
customers need to rule the Ameri- 
can waves. Their personal pro- 
duction may yet top that of the 
good earth. 
vvegy 
Gladys the beautiful reception- 
ist says she sees that Sun Oil 
Company is going to spend a lot 
of money advertising Dynafuel, 
ind if they want to add any more 
dynamite, they may need a touch 
of Dinah Shore. 
vvy 
Candy ads on the car cards got 
a lot of attention in Cleveland, 
the Advertising Research Founda- 
tion reports, and so did “Strange 
Fruit.’ Maybe the car riders 
thought it was something to eat. 
~~. = 
‘alifornia apparel manufactur- 
ers are so indignant at competitors 
’ claim products of Coast origin 
U they’re preparing to sue. 
Would they mind if the other fel- 
l merely described the styles 
; Hollywood stars buy in New 
4 ~9 
. + F¥ 
hester Bowles is_ probably 
dering why, if OPA dealer 
gins on appliances are too low, 
) has found it necessary to put 
trade support under small 
liances. 
. = ¥ 
udging by what is happening 
Army’s football opponents, all 
may need for the next war is 
atomic bomb, Glenn Davis 
| Doe Blanchard. 


Copy Cus. 


Mhdh coking ig Club, Muminum? 


FLAVOR THEME—This four-color bleed 

page scheduled for the Nov. 26 issue 

of Life starts Club Aluminum Products 

Co.'s new campaign for its Hammer- 

craft waterless cookware. Copy will 

also appear in McCall's through Leo 
Burnett Co., Chicago. 


Chaos May Replace 
‘Golden Era’ in ‘46, 
CPA Chief Warns 


Washington, Nov. 15—While 
the nation theoretically passed the 
most critical stage of reconver- 
sion more than a month ago, the 
unsettled wage-price situation is 
threatening to convert the 1946 
era of “Golden Prosperity” into 
a period of confusion and eco- 
nomic chaos, Civilian Production 
Administrator J. H. Small warns. 

“Production, and _ production 
alone, is the cure for most of our 
trouble,” Mr. Small says. “It is 
certainly the cure for inflation.” 
Yet he concedes that there is 
little chance that production next 
month will approach our earlier 
estimates, and he doubts that 
production next June will reach 
the peak predicted by WPB after 
V-J Day. 


Could Double Prewar Figure 


According to his figures, there 
could be as many as 5,000,000 jobs 
in the metal-working industries 
alone by next June—nearly double 
their prewar employment figure. 
Equally significant, he is con- 
vinced that preliminary reconver- 
sion moved so fast that the V-J 
Day prediction of 8,000,000 unem- 
ployed next spring is obsolete— 
and that unemployment, despite 
speedy release of servicemen, may 
not top 4 to 5,000,000. 

Mr. Small sees a variety of rea- 
sons for the slowing up of con- 
sumer goods. production. They 
range from strikes, price difficul- 

(Continued on Page 59) 
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of the armed forces. 
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Auto Production 
Outlook Bleak; 
Fear Long Strike 


Output Far Short 
of '45 Goal; Ford 
Rejects Wage Demand 


Detroit, Nov. 15.—The realiza- 
tion that they are not going to 
manufacture as many automo- 
biles this year as they had 
planned when the now-defunct 
War Production Board took all 
restrictions off auto output last 
August, has hit the auto makers 


and their parts suppliers with 
full force. 
This factor, together with 


OPA’s “squeeze” on dealers’ dis- 


count margins, strikes and 
threats of strikes, was pointed 
up in a_solemnly-worded tele- 


gram sent by Charles E. Wilson, 
president of General Motors 
Corporation, to Lee Moran, exec- 
utive vice-president of 
tional Automobile Dealers Asso- 
ciation in Washington. 


May Miss °41 Level 


His company, Mr. Wilson stat- 
ed, will be unable to manufac- 
ture more cars next year than it 
turned out in 1941, even working 
as much or more overtime as it 
did in that last prewar produc- 
tion year. He pointed out that 
increased capacity, which will 

(Continued on Page 57) 
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Small Appliance Industry 
Grabs Fair Trade Banner 


Birdseye Presents 
Anhydrous Fruit, 
Vegetable Plan 


American Home Foods 
Will Be Distributor; 
Ayer Named Agency 


New York, Nov. 15—A new 
process of anhydrating vegetables 
and fruits so they can be pre- 
pared for serving in from four to 
10 minutes has been invented by 
Clarence Birdseye, originator of 
the quick-frozen food process. 
The anhydrous foods will be pro- 
duced and distributed by Ameri- 
can Home Foods, Inc., division of 
American Home Products Corpo- 
ration, and advertising will be 
handled by N. W. Ayer & Son. 

H. W. Roden, president of 
American Home Foods, speaking 
at a demonstration luncheon for 
the new process, said that pro- 
duction of the foods will begin 
“as early in 1946 as possible.” He 
stressed the fact that anhydrous 
foods would in no way be asso- 
ciated with the Birds Eye prod- 

(Continued on Page 59) 


Last Minute News Flashes 
ANPA to Act on Regional Newsprint Pools 


New York, Nov. 16.—An ANPA special newsprint committee has 
decided to invite the heads of regional and state newspaper associa- 
tions to meet in New York, Nov. 28, “to consider adoption of a 
regional plan similar to the New England newspaper association 


plan.” 


This plan provides for an emergency supply of newsprint 


to which newspapers, if called on, will contribute up to 3% of their 
tonnage. (Earlier stories on Pages 8 and 43.) 


Brand Names Adds 10 Board Members 

New York, Nov. 16.—Brand Names Research Foundation has in- 
creased its board of directors from the previous 15 to 25 members. 
Five of the new 10 will be chosen by directors of as,many trade as- 
sociations. Four will be named, respectively, by the Four A’s, ANPA, 
NPA and NAB, and one will represent the printing and publishing 


fields. 


Non-voting associate members will be admitted. The founda- 


tion will move to 119 W. 57th St., Dec. 3, where a staff will be built 


under Henry E. Abt, managing director. 


(Earlier story on Page 32.) 


Newspaper Net Seeks 70 Papers; Starts Jan. 1 

New York, Nov. 16.— The “newspaper network” being launched 
under the chairmanship of Harold E. Sherwood, New York News, is 
seeking 70 newspapers throughout the country, which will be sold 


also as regional groups. 


About 25 newspapers are now in the plan. 


A sales director will be appointed soon and offices in major cities 


will be opened about Jan. 1. 
will be announced shortly. 


Name, rate structure and other features 


Frigidaire 20th Century-Fox Show Starts Jan. 6 
Dayton, O., Nov. 16.—Frigidaire division, General Motors Corpora- 
ton, in cooperation with 20th Century-Fox Film Corporation, has 
signed to sponsor a new half-hour $25,000-weekly series of radio 
dramatizations of movie shows on CBS, beginning Sunday, Jan. 6, 


3-3:30 p.m., CST. The program, 


“Frigidaire’s 20th Century Air 


Theater,” will originate from Hollywood, and will use the stories 


and talent of the movie studio. 


Foote, Cone & Belding, the agency, 


is opening a Dayton office at 300 Taylor St. to handle the account. 


Young Using Ads to Boosi Pullman Offer 

Cleveland, Nov. 16.—Robert R. Young, chairman of the board of the 
Chesapeake & Ohio Railway, has extended his battle to purchase the 
Pullman Company with 900 and 600-line ads in 49 metropolitan 


newspapers. 


Copy says the C&O and Nickel Plate Road “stand ready 


to join with any combination of other railroads” to establish coast- 


to-coast sleeping car service. 


Kenyon & Eckhardt, New York, is the 


agency. (Earlier story on Page 20.) 
(Additional News Flashes on Page 2.) 


To Set Resale Prices 
in 46 States; G-E 
Move Hastens Action 


By S. R. BERNSTEIN 


Chicago, Nov. 15.— The small 
electric appliance field—embrac- 
ing irons, toasters, coffee makers, 
etc.—will operate under fair trade 
laws in the 46 states where laws 
permitting manufacturers to set 
retail prices for their products are 
in operation, ADVERTISING AGE is 
able to state categorically after a 
telegraphic query of a score of 
leading producers. 

In many cases, action on this 
important sales point has been 
hastened by the announcement of 
General Electric Company (AA, 
Nov. 5) that it will set retail price 
levels for all its small appliances. 
In some cases no definite action 
has been taken as yet, but replies 
to the ADVERTISING AGE qugry 
leave no doubt that fair trading 
of small appliances will shortly 
be the rule, rather than the ex- 
ception. 


Drug Trade Started Policy 


This is especially interesting 
since it marks the first wide- 
spread use of the fair trade device 
in any important merchandising 
field except drugs, where the fair 
trade concept was born and where 
it has always secured its principal 
support. Some companies in the 
small appliance field have fair 
traded their products in the 
past, but they have heretofore 
been the exceptions. 

Samson United Corporation, 
Rochester, N. Y., informed ADVER- 
TISING AGE that a release went to 
the trade this week announcing 
“a new policy of merchandising 
Samson electrical appliances 
under fair trade agreements.” 
Hailing the announcement as “‘one 
of the first major merchandising 
announcements to come from 
Samson since it began recon- 
version to the manufacture of 
electric appliances,’ William G. 


Church of England 
Plans $4,000,000 
‘Gospel’ Program 


London, Nov. 14.—The Associat- 
ed Press reported today that the 
Assembly of the Church of Eng- 
land has voted unanimously to 
spend $4,000,000 in a five-year ad- 
vertising and public relations pro- 
gram to overcome the “spiritual 
anemia” of a large part of the 
British people. 

The program would embrace the 
use of motion pictures, the thea- 
ter, radio, television, press, litera- 
ture, information centers, and paid 
advertising. A 172-page report 
submitted to the Assembly recom- 


|mended “a missionary invasion of 


the modern 
ganda.” 

Dr. C. M. Chevasse, the Bishop 
of Rochester, said that “today we 
confront a new phenomenon—a 
generation that: has lost God and 
a whole new dimension of life, the 
spiritual dimension.” 


agencies of propa- 
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Church, vice-president 
of sales, added: 

“By instituting this policy at 
this time we believe we are plac- 
ing our merchandising program 
on the soundest pcssible basis for 
the future both of Sampson 
United and of our distributors and 
retailers.” 


Others Use System 


Cory Glass Coffee Brewer Com- 
pany, Chicago; Silex Company, 
Hartford, Conn., Chicago Flexible 
Shaft Company (Sunbeam) and 
McGraw Electric Company, Toast- 
master Products division, Elgin, 
Ill., reported that they are al- 
ready operating under fair trade 
laws and intend to continue doing 
so. 

Other important factors in the 
field who first revealed their new 
policies of fair trading publicly in 
answer to the ADVERTISING AGE 
query are Landers, Frary & Clark, 
New Britain, Conn.; Proctor Elec- 
tric Company, Philadelphia, and 
Warren Telechron Company, Ash- 
land, Mass. Warren reported that 


in charge 


retail prices of Telechron house- 
hold clocks will be established in 
all fair trade states “within the 
very near future,” while the other 
two merely revealed that they 
have adopted fair trade policies. 


May Join Others 


Birch Vermillion, general sales 
manager of Knapp-Monarch Com- 
pany, St. Louis, reported that 
while the company has always 
and still believes “in the proper 
maintenance of prices on our na- 
tionally advertised lines, our de- 
cision to use fair trade has not 
been settled up to the present 
time. We may, however, adopt 
such a plan in the future.” 

F. L. Mead of Regina Corpora- 
tion, Rahway, N. J., and G. W. 
Hanney, vice-president, National 
Die Casting Company, Chicago, 
also reported giving serious con- 
sideration to fair trade pricing, 
without having yet reached a 
definite decision. Hamilton Beach 
Company, Racine, Wis., reported 
that it has not set fair trade prices 


and cannot yet. announce a defi- 
nite policy. 


May Announce Plans Soon 


It is significant that no manu- 
facturer queried reported that he 
would not make use of the fair 
trade laws, although several asked 
not to be quoted and all admitted 
that the question of fair trading 
has been given major attention in 
their organizations. Three man- 
ufacturers indicated definitely 
that their policy is now being 
shaped, and that a final decision 
would be reached within a few 
days. In each case it appears 
likely that the final decision will 
take the form of a fair trade an- 
nouncement. 

No definite move seems to have 
been made to establish fair trade 
prices for larger electric appli- 
ances, although recent adoption of 
uniform delivered prices by some 
of the manufacturers of such ap- 
pliances is one logical step in the 
proclamation of fixed resale 
prices. 
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Last Minute News Flashes 
Chelsea Song Title Contest Opens 


Richmond, Va., Nov. 16.— Larus & Bro. is promoting a $1) (qq 
Chelsea cigaret song title contest with 620-line ads in 60 newsp: pe, 
from coast to coast, and on the Guy Lombardo program on A) ey}. 
can Broadcasting Company. Ads will run several times befor. the 
contest closes Dec. 18. Warwick & Legler, New York, is the ag ney, 


Ctfers Nylons in Chiffon Soap Flakes Contest 

Chicago, Nov. 16.—With 12,000 pairs of Hanes nylon stockin.s ag 
prizes, Armour & Co. has launched a month-long contest prom ting 
its Chiffon soap flakes, with twice weekly ads of 1,000, 500 anc 309 
lines in 68 newspapers, radio spots and car cards, in Chicago, New 
York, Philadelphia, Boston and Milwaukee, and adjacent mirke 
areas. Foote, Cone & Belding is the agency. 


Lambert ‘At Ease’ Lotion Drive Begins 

St. Louis, Nov. 16.—“At Ease,” new Lambert Pharmacal Company 
after-shave lotion, has begun an introductory campaign with half 
pages in Collier’s, Life and The Saturday Evening Post scheduled 
for three months. Lambert & Feasley, New York, is the agency. 


Pro-Phy-Lac-Tic Resumes Jewelite Brush Drive 

New York, Nov. 16.—Jewelite All Plastic brushes will begin an in- 
troductory campaign using four-colors in Life and The Saturday Eve- 
ning Post in December. Pro-Phy-Lac-Tic Brush Company, Florence, 
Mass., has resumed production of the brushes after a wartime halt, 
Advertising is handled by Lambert & Feasley. 


SPECIALIZED Export Media 
for SELECTIVE coverage and results... 


T. W. Baush, Export Sales Manager of Van Norman 
Company, Springfield, Massachusetts, manufacturers of 
automotive service equipment, writes under date of 


August 27, 1945... 


It pays 


“I thought that you would be very inter- 


ested to know that we are receiving quite 


a large number of inquiries covering our 


line of Automotive Reconditioning Equip- 


ment from all parts of South America, 


mentioning our advertising in “EL AUTO- 
MOVIL AMERICANO.” It is very grati- 
fying to me to be receiving these inquiries 
due to the advertising that we have had 


with you in your papers.” 


YOURS FOR THE ASKING—Now—when next year’s 
export sales and advertising schedules are being set up 
is the time for you to have at hand a copy of “Overseas 
Automotive Markets.” An 80 page booklet that gives 
facts and figures—past, present and future on Overseas 


Automotive Markets. 


to use 


issue, the monthly 


NOTE — Effective with the January 1946 
distribution of THE 
AMERICAN AUTOMOBILE will be in- 
creased to 10,000 copies. 


‘Public Works News’ 
to Start in 1946 


Public Works News, a bi-weekly 
controlled circulation newspaper, 


it was announced last week by 
Chain Store Publishing Company, 
New York. 

The new publication will cover 
news developments affecting fed- 
eral, state and local public works 
of all kinds, with special empha- 
sis on public buildings, airports, 
parks and play grounds, public 
housing, streets and highways, 
sanitation and water works, etc. 
John K. Gurwell, editorial as- 
sociate of the Public Administra- 
tion Clearing House, Chicago, has 
been named editor. Offices are at 
145 E. 32 St., New York, and 612 
N. Michigan Ave., Chicago. 


Stuart Appointed 
Agency Manager 


J. Nelson Stuart has been ap- 
pointed to the newly-created post 
of general manager of Needham, 
Louis & Brorby, Chicago agency 

For the past four years, Mr. 
Stuart was general manager of 
the gas mask division of Johnson 
& Johnson, Chicago. His plan for 
reemployment of gas mask work- 
ers in the J&J plant won him 
national recognition. Previously 
he was with Nash-Kelvinator, 
Columbia Broadcasting System 
and the Delaware, Lackawanna & 
Western Coal Company. 


Montgomery Ward Shiifts 


S. D. Streeter, retail merchan- 
dise manager of Ward’s eastern 
stores, has been promoted to re- 
tail sales manager of Montgomery 
Ward & Co., Chicago. He suc- 
ceeds W. H. Norton, recently ap- 
pointed vice-president in charge 
of merchandise. 


Good Paper Continues to Be Scarce. 
Use with Care! 
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Award of Merit to 

(Il Domestic Engineering \|| 

For the best series of articles, or editorials 
published during the twelve months 


ending July 31, 1 1945 im the 
eighth annual competition 


bi-weekly 
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been ap- 


ieedhan wow pion another of its many outstanding during its 56 years of publishing experience, has 
~ow gt: and widely recognized editorial accomplishments, now been accorded this special recognition for the 


Johnson 


en DOMESTIC ENGINEERING has once again re- _ fifth time. 


yon him 
reviously 


Ivinator. ceived high honors in competition with over 400 of 


ystem Once more DOMESTIC ENGINEERING offers 


& . . . 
— the nation’s leading business papers. 


Shifts these accumulated high honors as a testimony to the 


“easter! The consistent editorial superiority of DOMESTIC alertness of its organization to the vital requirements 


geal ENGINEERING, demonstrated time and again of its industry, and of the nation as a whole. 


rwK HE five coveted awards shown above have a very special significance for all 
manufacturers of heating, plumbing, air conditioning, refrigeration and related products. 
The top honors which these awards represent offer these manufacturers one more assurance 
that their advertising in the pages of DOMESTIC ENGINEERING appears in company 
with editorial content of acknowledged excellence . . . editorial content to which an industry 
looks for vital product, technical and merchandising information. If your products have an 
application to this broad Domestic Engineering Market, your advertising in DOMESTIC 
ENGINEERING will obtain the special benefits that accrue from its close association with 
this consistent editorial superiority. Write for Details. 
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Agencies’ Network 


Members Hold Session 


The Affiliated Advertising 
Agencies Network, comprised of 28 
member agencies, held its first 
full-membership meeting since 
1941 at the Stevens Hotel, Chi- 
cago, Nov. 15-17. 

Agency operations were dis- 
cussed, and ideas exchanged con- 
cerning postwar advertising meth- 
ods, with Virgil A. Warren, Spo- 
kane, Wash., agency head, as 
moderator. Robert B. Young, of 
Robert B. Young Advertising 
Agency, San Francisco, was di- 
rector of the forums. W. I. Brock- 
son, vice-president, Gebhardt & 
Brockson, Chicago, was arrange- 
ments chairman for the meeting. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
. «+ lst in California (rated 2nd in Retai) 
Sales, Ist in Aute Registry) 

- lst in Los Angeles County (rated 3rd in 
Retail Market Area, ist in Automotive 
Market) 

. . « lst to Service Stations, Car Dealers, Auto 
Repair Services in 11 Western States 
Main Office—ii2 W. Sth St., Los Angeles 15 
San Franciseo (5), 690 Market St. (4) 


JWT Agency to Aid 
Local Campaigns 
of Underwriters 


New York, Nov. 15.—Life In- 
surance Advertisers Association is 
working out a model campaign, 
with the aid of J. Walter Thomp- 
son Company, to help local groups 
of life insurance underwriters to 
do a better local advertising job, 
association members were told at 
their annual meeting here this 
week. 

Russell B. Reynolds, American 
Mutual Life Insurance Company, 
Des Moines, elected president of 
the association to succeed Lewis 
B. Hendershot of Berkshire Life 
Insurance Company, pointed out 
that the program is being devel- 
oped in cooperation with the Na- 
tional Association of Life Under- 
writers. 


Mr. Reynolds also mentioned 10 
studies on advertising media and 
other subjects, directed by as 
many life advertising executives, 
the results of which will be dis- 
tributed soon to members. 


Many Media Named 


Included in this series are re- 
cruiting of underwriters, publica- 
tion to agents, direct mail, wall 
calendars, greeting cards, premium 
notice and premium receipt en- 
velope stuffers, newspaper, maga- 
zine and radio advertising, annual 
statements, public relations, and 
use of company advertising by the 
field force. 

Powell Stamper, National Life 
& Accident Company, was elected 
vice-president; Henry S. Jacobs, 
Equitable Life of Iowa, secretary, 
and Albert Fitz Randolph, Penn 
Mutual, treasurer. Donald M. 
Tudhope of the Columbus Mutual, 
Columbus, O., was named editor 
of the “Life Advertiser.” 

On the affirmative side in a 
discussion of the use of “gift of- 
fers with pre-approach direct 
mail,” Z. Starr Armstrong, Re- 


Advertising Age, November 19, 194; 


public National, pointed out that 
“letters without gifts average 10% 
returns, letters with gifts average 
20% returns.” 


Cites Institute’; Work 


Holgar J. Johnson, president of 
the Institute of Life Insurance, 
New York, which is conducting a 
group campaign for life insurance 
companies in several hundred 
newspapers, through JWT, cited 
the institute’s leadership in meet- 
ing the public relations problems 
confronting this business. But, he 
said, it is up to each individual 
group to carry its share of the 
job. “You are important in bring- 
ing to the employes and the field 
forces the importance we attach 
to our public responsibility,” he 
said. 

One morning session empha- 
sized the question: “Can Radio 
Help You Turn ‘Swords into 
Plowshares’?”” Speakers included 
two executives of NBC, and case 
history reports on the use of radio 
by executives of five LAA member 
companies. 


The Man who Shops for 
Portland Housewives! 


He 1s Hy Couen, creator of the Oregon Journal's daily 
column, the “‘Market Basket,’ a famous Journal feature 
for 43 years. To bring Journal readers this unique market- 
ing guide, Cohen rises daily at 2 a.m., covers the city’s 
wholesale produce markets with a busy pencil and a 
practised eye. He samples, thumps, inspects—finds pre- 
cisely what quality fruit, vegetables, meats and fish are 
available each day and at what prices. Portland women 
for three generations have relied on Hy Cohen’s “Market 
Basket” to help them with their daily marketing. 


ANOTHER FEATURE which helps cinch The Journal’s pre- 
ferred status is Mr. Fixit’s column. No receptacle for sob- 
sister journalism or advice to the lovelorn, Mr. Fixit’s 
column gives help. Typical is finding a teacher for a country 
school, getting a harmonica for a lad in the merchant 
marine, locating missing heirs for an insurance company. 
Every week hundreds of Journal readers write to Mr. Fixit 
because they know Mr. Fixit gets hundreds of things done. 
The fact that The Journal brings Mr. Fixit to its readers, 
brings readers by the thousand to The Journal. 


ONE OF THE FAVORITE—certainly the noisiest Journal 
feature is the Oregon Journal Juniors, an organization en- 
joyed without cost or obligation by 60,000 boys and 
girls—Oregon’s future citizens. For more than two decades 
The Journal has sponsored this lively enterprise . . . leading 
the youngsters through such constructive outlets as model 
boat competitions, stamp collecting, athletic contests, and 
their own weekly talent show. Reader response shows that 
the kid’s daily column is perused enthusiastically by many 
of their elders—proof again that folks in Portland read 


and like what's in The Journal! 


For Tue Journat’s feminine following, there’s Mary 
Cullen’s Household Arts Service, a feature which keeps 
Portland homemakers as attached to the women’s pages as 
their off-spring are to the Journal Juniors. The Journal’s 
Mary Cullen does more than dispense recipes. This com- 
prehensive service covers every phase of homemaking in 
daily columns in The Journal. And, in addition, every day 
a staff of seven graduate home economists’ answers an 
average of 560 telephone queries... takes care of some 
250 letters . .. greets over 350 downtown visitors in Mary 
Cullen’s “‘cottage.”’ 


Ir ALL Apps up to the happy fact that here is a newspaper 
which is consistently winning and holding its readers, 
Through the years The Journal has developed a knack for 
growing into the lives of families in the Portland com- 
munity. Since it is Portland’s preferred newspaper, it 
should be your preferred advertising medium in this 
important Pacific Coast Market. Incidentally, The Journal 
now offers advertisers the largest circulation, both daily 


and Sunday, in its history! 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, 


Afternoon 


Chicago, Detroit, San Francisco, Los Angeles 


JOURNAL 


PORTLAND, OREGON 


and Sunday 


Member Metropolitan and 
Pacific Parade Groups 


“3 23 


NEW-DAY GASOL ine 


IT'S SU-U-UPERMAN!—Power is the 
keynote of the Conoco N-Tane gasoline 
campaign running in 1,060 newspapers 
through Geyer, Cornell & Newell, New 
York. Line drawings of the kids’ ido! 
will be used through the spring of 

1946 to sell gasoline to grown-ups. 


Jacobs Appoints Ash 
as Ad Manager 


Edward. A. Ash has been ap- 
pointed advertising manager and 
director of the major appliance 
division of F. 


troit, manufac- 
turer of auto- 
motive ,parts 
and household 
appliances. He 
will be in 
charge of the 
company’s non- 
automotive line, 
which present- 
ly includes the 
automatic 
Launderall home laundry, Coca- 
Cola bottle vending machines, 
electric steam irons and other ap- 
pliances not yet in production. 

Mr. Ash joined the company in 
1940 to handle sales and war con- 
tract negotiating duties. 


Edward A. Ash 


Southwestern Ad Group 
Elects New Officers 


Ira E. DeJernett, DeJernett & 
Henderson, Dallas, T'ex., has been 
elected president of Southwestern 
Association of Advertising Agen- 
cies. Others elected at the tenth 
annual meeting in Dallas were: 
J. Burr Gibbons, Gibbons Adver- 
tising Agency, Tulsa, vice-presi- 
dent; Alfonso Johnson, Dallas, 
secretary-treasurer, and Dan T. 
White Jr., Mithoff & White, EI 
Paso, ex-officio director. 

Other directors named were: 
Claude Aniol, Aniol & Auld, and 
Robert G. Coulter, Coulter & 
Grinstead, San Antonio; Geo. Knox 
Jr., agency bearing his own name, 
Oklahoma City; Ray K. Glenn, 
own agency, Fort Worth; Paul C. 
Franke Jr., Franke-Wilkinson- 
Schiwetz, Inc., Houston; Morelle 
K. Ratcliffe, Ratcliffe Advertising 
Agency, Dallas, and Monty Mann, 
Tracy-Locke Company, Dallas. 


Federal Exemption for 
Press Groups Sought 


Rep. Noah M. Mason, [Illinois 
Republican, last week introduced 
a bill in Congress to exempt “mu- 
tual news-gathering cooperatives 
from the anti-trust laws. If ap- 
proved, the measure would nul!i- 
fy the U. S. Supreme Court rul- 
ing against the Associated Press 


“Funny how WEFDF Flint 
starts me swinging.” 
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| Lunch Table 
TOPICS 


Selected from November 15th, 1945 


Modern Industry 


‘or all management men concerned with making 
and marketing better products at lower cost. 


—— 


Air Cargo The wild talk about a 


more and more in demand 
as competition becomes 
more severe. » » When it 
comes to fashion, the‘ sell- 
ing points of air cargo are 
so great that airlines expect 
department stores and pro- 
ducers of high-style goods 
to use $5 million worth of 
air freight a year as soon 
as shipments can be offered 
at 20c a ton-mile, and $9 
million a year when rates 
go down to 15c a ton-mile. 


» » Lowest air freight rate at present 
is about 26c a ton-mile for a 6,000- 
lb. minimum load. This figure will 
drop only if traffic is considerably 
stepped up. » » While air cargo is 
lower than air express, it still is 
about five times as much as the 


first-class rate by rail express, and 
about 12 times as much as the 
first-class rate by rail freight. » » 
As air-cargo rates go down, more 
uses for air-cargo will be found. 


White Collar Unrest, white-collar 
style, adds a surprising new factor 
to management’s already over- 
crowded collection of labor woes. 
» » Today, 1.4 million clerical and 
professional workers belong to na- 
tional labor unions. » » Of these, 
5% work in manufacturing estab- 
lishments, but their number is in- 
creasing. » » Ina provocative 


article, “White-Collar Headaches 
—and How to Cure Them” (p. 49), 
MI’s_ Research Editor, Eleanor 
T. Vaughan presents in check- 
chart style forty-two questions that 
provide a work sheet for diagnos- 
ing a whole office setup. » » An- 
swers to these questions help figure 
out the best methods for bringing 
office workers’ efficiency up to and 
above prewar levels. 


Ready The index to Volume 8, 
July 15 to Dec. 15, 1944, is now 
ready for readers. » » It covers every 
article and item, is cross-indexed 
by subjects and company names. 
» » It may be obtained without 
charge from M. Kelleher, Mop- 
ERN INDUSTRY, 347 Madison Ave., 
New York 17, N. Y. 


READER O/ 2eeo 


” 


. . Particularly commendable is 
the manner in which the funda- 
mental principles of a successful 
cost-control system have been pre- 
sented. It is among the best and 
most realistic treatments (Back to 
Work for Cost Control) I have seen 
on this rather difficult and unex- 
plored subject .. .” 


. . The article (More Profits from 


Purchasing) yne which deserves 
wide circula n our establish- 


MON. «%- 


” 


. . « We would like to make a 
special study of the recommenda- 
tions covered in ‘Back to Work for 
Cost Control’ and would appreciate it 
if you could send us ten reprints. . .”’ 


The emphasis which you 


placed on the Purchasing Agent's 

becoming familiar with the use of 

the material on the production floor 
makes a hit with us.. ." 


AY GASOL we ; : i 
helicopter in every garage is dis- 
er is the Me appearing. » » Owning your own 
1@ gasoline plane doesn’t pay unless you fly 
hewspapers HM ot jeast 2,000 air miles a year. That 
ewell, New ' ae Oth 
kids’ idol is the minimum. » » Otherwise, 
sprifig of despite the fact that you can go 
jrown-ups, where you want when you want, 
re 


sh 


— me Tool” details practical aviation 
appliance} uses employed by management 


1! 


Ej 


d A, Ash clude: Extending markets: Air 
ry, Coca- transport may help crack the flush 
machines farm market. Universal Tool Co., 
other ap- # Kansas City, Mo., for example, is 
iction. — now providing for farmers an over- 
egy llg night service at slight extra charge. 
it will deliver more than 100 items 
—pliers, wrenches, hammers, 
sroup valves, ratches, pulleys, and the 
5 like. » » Replacing multiple ware- 
rernett & house distribution: A company 
has been maintaining warehouses in New 
hwestern York, Boston, Chicago, Memphis, 
Bat and Los Angeles may find it ad- 
as were: Ig Visable to establish a single cen- 
s Adver- trally located depot from which 
ce-presi- @ deliveries could be flown to any 
—? part of the country. This elim- 
Thite. El]  inates need for five complete in- 
ventories. » » Substituting for de- 
gate! centralization: A big Chicago 
oe gar mail-order house, forced to con- 
eo, Knox sider scattering its plants to match 
yn name, @ services and prices of two large 
. Glenn, @ competitors, is considering air 
ee” transport as an alternative to de- 
Morelle § centralization. » » Cutting inven- 
vertising § tories: Some companies are so 
— interested in cutting inventory 
4 losses and eliminating overstock, 
for that they have told their suppliers 
that, if necessary, they will pay 
ht all additional costs for air freight. 
Illinois § Same-day deliveries are becoming 
rroduced 
pt “mu- 
ratives Tear Sheets of Any of These Articles 
If ap- from the November 15th issue of Mod- 
d nulli- ern Industry Cheerfully Sent on Request 
urt rul- 
d Press. 
——— 


j 


plane producers recommend that 
businessmen stick to the airlines 
and railroads. » » On page 44, 
“Make Aviation an Everyday 


men today. » » Read how wide- 
awake management men are count- 
ing on air freight to improve their 


competitive position in old and 
new markets. These activities in- 


False Moves That Cost 

Py Cai scrcetisatcasevccesseviisncnnessisce 34 
Waste motions by workers can 
be eliminated without adding a 
single piece of machinery. Pic- 


tures, Check-Chart, interviews 
give both long range & close-up 
views of your plant, show im- 
provements that tumble costs. 


"'Sandwiches''—Union Makes 

Pe nates ecsctentissicarindneinecesened 40 
Combine three materials in one 
synthetic sandwich. Result: light- 
weight, durable materials for 
such diverse products as chem- 
ical tanks, houses, luggage, ping- 
pong tables. It’s a tasty dish for 
profit-hungry factories. 


13 Months to 


HEN THE REAL PUSH will be on in 
"aeons to maintain high-level selling 
and production. But thirteen months is 
not a very long time in which to shake- 
down the new plants, the new men, the 
new materials, the new methods, the new 
products, the new markets . . . and pro- 
nounce them fit for active service. 


The very shortness of the time, coupled 
with management's need for reliable in- 
formation to help solve the even greater 
and more difficult problems of peacetime, 
provide Modern Industry with a vast edi- 
torial opportunity to render greater ser- 


5 


vice than ever before to more than 50.000 - 


responsible management men in more than 


1947... 


31.500 plants that produce approximately 
89% of America’s manufactures. 


Modern Industry has accepted whole- 
heartedly its challenge to itself. Page the 
current issue and see the skillful use of 
effective, pictorial journalism. Note the 
fast. clear understanding conveyed by the 
picture-and-caption follow through on the 
well diversified articles of management 
interest. Sample the interesting writing 
style which staff-writing by traveling edi- 
tors (who do their own field-research in 
person) alone makes possible. 


Modern Industry’s readers are manage- 
ment men—at all levels, engaged in all 
kinds of manufacturing. Yet — they have 
been integrated into a uniquely responsive 
audience—by authoritative, useful and in- 
teresting staff-written reports that blend 
action-stimulating editorial with reading 
pleasure. 


And these readers take action three ways 
to what they see and read in Modern In- 
dustry. They adapt what they read to their 
own operations. They write to the editors 
of Modern Industry. They write to the 
advertisers in Modern Industry . . . all 
of whom benefit from the high visibility 
accorded their messages because of Modern 
Industry’s modern makeup. Advertisements 
appear next to or close to keen-interest 
editorial matter. There is no section of 
solid advertising in Modern Industry. 


If it's AcTION you want, keep in mind that 
Modern Industry, the base paper for sell- 
ing to industry, delivers all 3: The Plants 


... The Men... The Markets. 


Modern Industry 7ic Sta/f-written Magazine of Jnterretive Journalism 347 Madison Ave., N.Y.17 


CHICAGO 6:20 N. Wacker Drive * CLEVELAND 14:627 Union Commerce Bldg. * PHILADELPHIA 2: 220 S. 16th St. 
SAN FRANCISCO 4: 68 Post St. © ATLANTA 3: 1722 Rhodes-Haverty Bldg. * LOS ANGELES 14: 403 W. 8th St. 


CHEMICALS 

FooD 

IRON & STEEL 
LEATHER 

MACHINERY 
NONFERROUS METALS 
PAPER & PULP 


Modern 


PETROLEUM : 
PRINTING Industry . 
RUBBER 
STONE, CLAY & GLASS — oe 

FOR SELLING 
TEXTILES TO INDUSTRY 
TRANSPORTATION 
WOODWORKING 
MISCELLANEOUS 


PLANTS 


—more than 31,500 which produce approximately 
89% of all manufactured goods. 


—more than 50,000 of them, the responsible manage- 
ment men...men with multiple responsibilities in 
the nation’s most important plants. 


MARKETS 


—ALL the manufacturing industries — because all 
of them have a dramatic unity of interest in Lower 
Costs, Labor Relations, Industrial Economics ...and 
the other valuable services reported on by Modern 
Industry's staff- editors. 


Copyright Macazines ov Invusrar, Inc. 
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To Air Cargo Transport 


William Moscript Miller, recent- 
ly with the Advertising Council, 
and previously a war correspon- 
dent in the CBI theater, has been 
named director of advertising and 
publicity for Air Cargo Transport 
Corporation, New York. With 
NBC in charge of magazine and 
feature publicity prior to his war 
work, Mr. Miller will develop ad- 
vertising for the company’s na- 
tional service to shippers by car- 
go carrying planes. 


SIMPSON-REILLY, sari, | 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO 
RUSS BLDG. 


LOS ANGELES 


GARFIELD BLDG. j 


Nabisco Policies 
Are ‘Streamlined’ 
Under Coppers 


New York, Nov. 15.—Although 
no drastic changes are yet appar- 
ent, policies of the large and ven- 
erable National Biscuit Company 
are being modernized and 
“streamlined” under George H. 
Coppers, who became president 
of the company in September. 

Formerly general counsel to the 
company, Mr. Coppers succeeded 
Roy E. Tomlinson, who became 
chairman of the board. This 


! 


month, William S. Warner was 
advanced from general sales man- 
ager to vice-president in charge 
of sales, succeeding F. K. Mont- 
gomery, retired. 

Another recent change is the 
appointment of Harry Eggert as 
vice-president in charge of in- 
surance and personnel. These two, 
with the vice-presidents in charge 
of purchasing and production and 
the assistant to the president, re- 
port directly to Mr. Coppers. 


Moore Family Involved 

The changes are said to have 
been instigated by Paul Moore, 
Wall Street figure, and his brother, 
Edward S. Moore, Wyoming ranch 
owner, sons of Judge William H 
Moore, who put the company to- 
gether as the nation’s biggest bis- 
cuit company in 1898, and who, 


Advertising Age, November 19, 94; 


with their mother, Mrs. W. H. 
Moore, are among its largest 
stockholders. 


No changes in advertising plans 
have yet been announced. Na- 
tional Biscuit spends about $2,- 
000,000 annually in space adver- 
tising, through McCann-Erickson, 
New York, and Botsford, Con- 
stantine & Gardner on the Pacific 
Coast. 


Bushfield Rejoins BBDO 


George I. Bushfield, lieutenant 
commander in the Navy in charge 
of publicity, advertising and pro- 
motion for recruiting and induc- 
tion service, has returned to Bat- 
ten, Barton, Durstine & Osborn, 
New York, as a_ vice-president, 
the position he held before joining 
the Navy in June, 1942. 


opulent market 


Buy more Victory Stamps from your newspaper boy 


We're thinking now of the combined 
buying capacity of the population of 
one of the biggest cities in the U. S. It 
is Philadelphia, to be more specific, 
third ranking city in total population. 


Mere size and number of people, 
however, give a very sketchy picture of 
this market. It has some individual char- 
acteristics that are important in sizing 
up market possibilities. For instance, 
homes—for where people occupy in- 
dividual dwellings, they take a great 
deal of pride in those homes and have 
a lot of wants peculiar to family life. 


*Philadelphia and its trading area 


And Philadelphia has more individual 
homes than any other large city. 

And another thing—money to spend. 
The people of Philadelphia spent ap- 
proximately $80,000,000* on furniture 
and household furnishings in 1944. And 
reports on savings show that money is 
being laid aside to satisfy future wants. 


Philadelphia is an attractive and 
desirable market in many ways. Worthy 
of especial consideration, for instance, 
is the comparative ease with which 
Philadelphians can be reached with 
product or service messages. For nearly 


4 out of 5 of the families daily read 
one newspaper. 


The newspaper referred to is The 
Evening Bulletin. It has a circulation in 
excess of 600,000, the largest evening 
circulation in America. It goes home in 
this city of homes. Its advertising col- 
umns have been used as a family shop- 
ping guide for many years. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 


Bernays Sugges's 
Poll Licensing 
to Protect Public 


Washington, Nov. 14.—Lic ‘ns. 
ing of all attitude polls was wu. geq 
by Edward L. Bernays, public re. 
lations counsel, to protect the » ub. 
lic against misuse, misinterprcta- 
tion and distorted values give) ty 
polls. The proposals were aq. 
vanced by Mr. Bernays at a lu ich. 
eon meeting of the Advert :ing 
Club, and were intended to apply 
to all polls whether dealing with 
attitudes toward products, adver. 
tising or politics. 

Mr. Bernays said that licensing 
should be based on character, in. 
tegrity, learning and skills. He 
called for a program of education 
to show the public how to appraise 
polls discerningly, and for activi- 
ties to make leaders realize that 
their function is not blind obedi- 
ence to polls, but to lead the pub- 
lic democratically through educa- 
tion and advertising. 

“While many polls are scientifi- 
cally made and amazingly accu- 
rate as to predicting immediate 
public action,” he said, “some are 
purposely misleading, stacked, 
fake, phony—a temptation to the 
dishonest, biased and venal. Be- 
cause of dangers to democracy, be- 
fuddling the public and frustrating 
honest leadership, legislation and 
public education is called for.” 


Guy della-Cioppa 
Returns to CBS 


Guy della-Cioppa, for the past 
two years on overseas assignment 
with the Psychological Warfare 
division, is returning to CBS as 
assistant to William S. Paley, 
president. Before the war, Mr. 
della-Cioppa was a director of 
sustaining programs in the CBS 
program department. 

The network also has made 
changes in the program and sales 
division, appointing Douglas Coul- 
ter, vice-president, to the new 
position of director of commercial 
program development, and naming 
Davidson Taylor as director of 
programs. Mr. Coulter will also 
serve as program counsel to ac- 
count executives in the sales de- 
partment, and will be in charge 
of the sale of programs. Mr. Tay- 
lor, who served as Mr. Coulter’s 
assistant before entering govern- 
ment service during the war, will 
handle creative planning and ad- 
ministration of sustaining and 
sponsored shows produced by the 
network. 


Butcher Joins Doherty 
Thomas C. Butcher, former as- 
sistant advertising manager 0! 
Colgate-Palmolive-Peet Company, 
Jersey City, has joined Doherty, 
Clifford & Shenfield, New York, 
as an account executive and mem- 
ber of the plans board. For four 
years at CPP, Mr. Butcher direct- 
ed advertising for Palmolive soap, 
Vel, Colgate dental and = shave 
cream, and Halo shampoo. Pre- 
viously, he was with Benton & 
Bowles, New York, on the Gen- 
eral Foods Corporation accoun' 
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FAWCETT PUBLICATIONS, 
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“Thope you give me 


better grades in English 


this year—I spent 


Ba ah Bo ae at 


ever so many ~ 
comic books!” 


HE has learned a lot of good English if she’s been a steady 
S reader of Fawcett Comics. They are edited to the highest 
standards — carefully written to teach good English — person- 
ally supervised by a notable Board of Editors made up of some 
of this country’s leading child educators. 

They see to it that Fawcett Comics are a good influence on the 
4,200,000 purchasers of every issue. 

The Comics today are a “social force.” Captain Marvel’s gone 
to college, not studying, but being studied. Mrs. Sidonie M. Gruen- 
berg, Director of the Child Study Association of America, and 
Consulting Editor for Fawcett Comics, recently wrote in a maga- 
zine: “Insofar as the comics do appeal to greater multitudes and 
affect attitudes, they constitute a social force that goes beyond 
difference in ‘taste.’ They are more potent than many of our other 
instruments for influencing people’s understanding and attitudes. 
The Comics can serve the educator as well as the propagandist, 
the missionary as well as the advertiser.” 

In the same issue of The Journal of Educational Sociology 
(which was devoted entirely to the educational influence of the 
Comics) Professor Harvey W. Zorbaugh, another of the Board 
of Editors for Fawcett Comics, said: “The Comics have emerged 
as a major institution of our American culture. We are but begin- 
ning to feel their social impact. Their potentialities as a social 
force are tremendous.” 


INC., 


OE ee ee 


Pe Feel 9s, A CRE GEE ES OE CNR SR 


SIDE GLANCES 


wt! 
) 


By Galbraith 


1945 BY NEA SERVICE, INC. 7. M. REG. U. & PAT. OFF. 
ee RS ey 1 ES ? 


Fawcett’s own market research has discovered that: 


Fawcett Comics are read, enjoyed and lived with until they are ia 
worn out. They’re a home institution (even the Professors say so). 
Advertising in Fawcett Comics becomes part of the entertainment 
the books are crammed with. Your advertising in Fawcett Comics 
will sell hard to a big group of readers with tremendous buying power. 


® Magazine Comics are popular in 3 out of 4 American 


homes; 


29% of adult men of thirty and over read Magazine 
Comics — even 22% of grown-up women find time 
to read them; 


57% of the boys in the armed forces read Magazine 
Comics (bearing out interestingly one of Mrs. Gruen- 
berg’s personal observations: ‘‘One of my sons told 
me that at the training camp for medical personnel, 
most of the men reached more eagerly for the new 
Comics than for any other reading matter.’’) 


FAWCETT COMICS GROUP 


CAPTAIN MARVEL * CAPTAIN MARVEL, JR. « CAPTAIN MIDNIGHT « DON WINSLOW 
OF THE NAVY « FUNNY ANIMALS « WOW COMICS * WHIZ COMICS « MASTER COMICS 


295 MADISON AVENUE, NEW YORK 17, N. Y. 
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Castoria Launches Drive 


The Centaur Company, division 
of Sterling Drug, Inc., New York, 
has launched a three-months’ cam- 
paign of 300-line insertions in 1,- 
220 newspapers in 1,085 cities, to 
promote Fletcher’s Castoria, the 
laxative that’s “pleasant - tasting 

. especially for children.” Sun- 
day sections of the Afro-American 
Negro press and The American 
Weekly will also be used. Young 
& Rubicam, is the agency. 


92% of all radio-appliance 


sales and service in the 
U.S. A. is handled by "RSD™ 
subscribers. 


Advertising Space Open 
COWAN PUBLISHING CORPORATION 


342 MADISON AVE., NEW YORK, N. Y. 
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Weeklies Protest 
Jan. 1 Ending of 


Newsprint Rule 


Washington, Nov. 16.—The fight 
over the future of government 
newsprint controls broke into the 
open this week-end when the Na- 
tional Editorial Association, rep- 
resenting 10,000 weekly news- 
papers, warned the Boren news- 
print committee of the House that 
small publishers may be unable 
to obtain paper if use restrictions 
are lifted at the end of this year. 

The NEA dissent represented 
the first public protest against the 
recommendation made by the 
newspaper industry advisory com- 
mittee, and supported by the 
Boren group last October, that the 
newsprint restriction expire at the 
end of December. 

Decision to recommend reten- 
tion of the order was prompted 
“by force of circumstances,” Wil- 
liam Daley, NEA legislative rep- 
resentative, told the committee, 


after a survey indicated that 
newsprint production during the 
first half of 1946 will be 30% be- 
low requirements. 


‘Forced to the Wall’ 


Reminding the committee of the 
difficulties that arose after World 
War I, Mr. Daley pointed out that 
a special Senate investigation at 
that time reported that small pub- 
lishers “were forced to the wall” 
in the scramble for scarce paper 
supplies. 

“While weeklies use only 5% 
of our newsprint,” Mr. Daley con- 
ceded, “there is no assurance that 
under any voluntary plan for ‘ra- 
tioning’ of paper, they can be rea- 
sonably sure of obtaining their 
share.” 


CPA May Review Decision 

Even at the Civilian Production 
Administration, which is now re- 
sponsible for the newsprint con- 
trol, a feeling developed that it 
might be necessary to review the 
decision on lifting the newsprint 
order. 

CPA Chief J. H. Small admitted 
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at a press conference that the 
newsprint situation “has not been 
improving as rapidly as we had 
hoped.” Whether the weeklies 
and small dailies can muster 
enough strength to extend the 
control for another three to six 
months probably will be decided 
early in December when the in- 
dustry advisory committee meets 
to review its position. 


Printing Grou Endorses 
New Paper Standards 


Reduction of 17 different stand- 
ards for paper measurement to 
one simple basis of 1,000 square 
inch, 1,000 sheets has been en- 
dorsed by the Printing Industry 
of America, trade association of 
commercial printing. Under the 
proposed single standard, all sizes 
and weights of paper would be 
made, but the amounts would be 
calculated by reference to the 
single standard. 

In favoring the single standard, 
the printers pointed out that low 
paper inventories and training of 
new personnel would facilitate 
the change-over at this time. 
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In this day of changing values, no greater tribute 
can be paid a man than to say...he is dependable. 


In a newspaper, as in an individual, no show or 
fanfare accompanies the day by day expression of 
this quiet quality. Millions of readers take their 
daily newspaper for granted, because of their reli- 
ance upon its dependability. 


A HEARST NEWSPAPER 


We are proud that enough readers express their 
preference for the Herald-American to make it 


Chicago’s most widely read evening newspaper. 


Nationally Represented ty HEARST ADVERTISING SERVICE 


Ice Industry Will 

Step Up Nationa] 
= = * a 

Advertising in ‘46 

Chicago, Nov. 15.—Details of , 
greatly expanded national aciver. 
tising campaign for 1946 were se 
forth this week before men ber, 
of the National Association of [c¢ 
Industries, meeting in conference 
here. 

Playing up the use of iced vege. 
table counters in grocery stores 
throughout the country, and their 
importance in preserving the “gar. 
den-freshness and essential vita- 
mins of vegetables,” the coopera. 
tive campaign will employ full. 
color pages and spreads in Ameri- 
can Home, Better Homes & Gar. 
dens, Good Housekeeping, Ladiey 
Home Journal, Life, McCall’s. 
Parents’ Magazine, The Saturday 
Evening Post and Woman’s Home 
Companion. 

The drive is intended not only 
to open up new markets for ice, 
which may also be stimulated 1o- 
cally by individual ice companies. 
but to help sell refrigerators, smal] 
ice chests and beverage ice. 


Trade Copy Included 


Consumer ads, starting in the 
spring, will continue through the 
remainder of the year. Grocer, 
chain store and super market trade 
publications will describe the cam- 
paign to retailers in page ads and 
spreads. Direct mail, sales kits for 
local ice company representatives, 
mats of local newspaper ads, and 
special ads on the _ nutritional 
theme in home economics publica- 
tions will round out the cam- 
paign. 

The total budget was not dis- 
closed, although earlier estimates 
placed association funds for the 
next two years in the neighbor- 
hood of $1,200,000 (AA, July 16). 
Donahue & Coe, New York, is the 
agency. 


Rescind Ohio Liquor 
Ad Censorship Move 


The proposed plan of the Ohio 
State Board of Liquor Control to 
censor all advertising of brewer- 
ies, distilleries and vintners has 
been rescinded, and the letters 
that were to notify the advertisers 
have been cancelled. Spokesmen 
at the Ohio state capitol said the 
proposed order “was a mistake 
and should never have _ been 
brought up and publicized in the 
press.” 

The board has asked advertis- 
ers, however, to use discretion in 
their advertising and comply with 
the ethics of decency and good 
taste. It asked that any adver- 
tisers planning to use women or 
children in their alcoholic bev- 
erage copy “take up the subject” 
with the board before running 
the ads. 


Heads Shell Oil Sales 


A. A. MacKrille, recently with 
the Navy, and formerly with Shell 
Oil Company, New York, as assist- 
ant manager of national sales, has 
been appointed national sales 
manager. 


To Transfilm Sales Post 


Frank Seaver, formerly account 
executive with Jam Handy r- 
ganization, New York, has been 
appointed sales manager of Tra’ s- 
film, Inc., New York. 
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FOR POSTWAR PLANNI 


We can clip all, or typical, spec 
mens of advertisements and edi >rid! 
articles on postwar themes. “any 
organizations are .building pos'w% 
| reference files NOW. We have back 
issue files of most business pore! 

Write for Booklet No. 20, “How © "8" 
ness Uses Clippings” that shows °°" 
| manufacturers and their advertis'ng 
agencies use this service. 


BACON’S CLIPPING BUR 


‘BUSINESS FARM GENE 
“paPERS WK papeRs W 7 
221 N. LASALLE ST., CHICAGO 1, 
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. Read it regularly and con- 
sider it one of today's best 
1eWS magazines." 


E. DENNEY 
-resident 


NORTHERN PACIFIC RAILWAY COMPANY 


Even well-informed Advertising men are amazed when they learn 
that, among all Newsweekly magazines, The United States News 
carries the Jargest number of accounts among Railroads — one of 
America’s giant industries. . . . Then, when they realize that this 
record was built during the time that The United States News was 
frozen at a total of 2200 advertising pages, they are very much 


amazed. 


Here’s the record: 


Association of American Railroads 
Baltimore & Ohio 
Boston & Maine 
Burlington Lines 
‘Chesapeake & Ohio 
Chicago Milwaukee St. Paul and Pacific 
| Erie 
Great Northern 
New York Central 
New York, New Haven & Hartford 
Norfolk & Western 
Northern Pacific 
Pennsylvania 
Pullman Passenger Service 
Railway Express 
Rock Island 
Santa Fe 
Seaboard 
Southern Railway 
Union Pacific 


First 9 months, 1945 


RAILROADS ARE VERY WARY OF ADVERTISING VALLES 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
* 

Daniel W. Ashley 


Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 
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NO. 1 


AMERICA’S 


Two-srt110" 
Primary, half- 
urban, half-rural, 
in 62 counties of 
Indiana, Ohio, 
Michigan. Basic 
Blue Network. 
10,000 watts. 


STATION 


Survey of Stamps 
of Approval Shows 


‘GH’ Far in Lead 


New York, Nov. 14.—Good 
Housekeeping will soon release 
to advertisers and agencies a 39- 
page booklet, “Product Endorse- 
ments,” based on a study of the 
opinions of women on the “value 
and meaning of stamps of ap- 
proval” made for the magazine 
last winter by Crossley, Inc. Al- 
though an unbiased study, of 
course, best showing is made by 
Good Housekeeping. 

Of 2,459 women questioned in 
cities of 10,000 population or 
over, 62.4% said they are in- 
fluenced by stamps of approval, 
half of them influenced “very 
much” and half “just a little.” 
Slightly more than a third of all 


eo 

The task of producing profitable sales at a 
specified time and place would tax even Alad- 
fe din'g lamp. It is only “P.O.P.” advertising that 
ee. “eames through” when put to the test on such 
: ‘ ya task. The test depicted here was conducted 

Bea Gauge the value of window display for 
immediate returns. 


35% GAIN IN ONE WEEK 


af 
Ze Sales of a nationally advertised line of light 
bulbs were checked for 2 weeks in 8 stores in 
the same city during a period when summer 
lamp buying was at its lowest ebb: first week 
without displays, second week with identical 
displays. During this period no other consumer 
advertising was used. Note the results... . 


Total Bulbs 
Sold in 8 Stores 


First Week, without Display...................... a 
Second Week, with Displays........................ 


SEs 


Gain for Display Week................................ 


Data from Fact Report published by 
Point of Purchase Advertising Institute, Inc. 


ARVEY 


CHICAGO DETROIT 


INSIST ON ARVEY QUALITY 


FIRST WEEK... 
NO DISPLAYS 


SECOND WEEK... 
=z WITH DISPLAYS 


SALES UP 
35 2% 


HIGHEST GAIN IN ANY ONE 
STORE: 375% 


CORPORATION 


JERSEY CITY 


ls Your Name on Our Mailing List? Write Today for New Booklet on Point-of-Purchase Advertising. 


women aged 20 to 44 and of - 10s¢ 
in the upper income group: je. 
port being much influenced, ,. 
against only a fourth of those j, 
lower income groups and a jft) 
of those in the 15-to-19 age gisyp 

Asked “Which ones can you 1 »in; 
of?” 1,165 or 47.5%, unaided, naineg 
Good Housekeeping’s seal. The 
American Medical Association. 
seal, remembered by 10 99, 
ranked second, followed by ° 6° 
naming the U. S. Meat Stamp: 
2.1% naming the American Denta) 
Association seal; 1.7% naming 
those of Parents’ Magazine ang 
the Pure Food Administration: 
13% that of the Department o; 
Agriculture; 1.1%, Consumey, 
Union, and 1%, Bureau of Stand. 
ards. 


Also Leads Magazine List 


Sixty-four per cent named 
Good Housekeeping when asked 
“Do you know of any magazines 
that test products before they wil! 
advertise them?” Other maga- 
zines named were Better Homes 


& Gardens, by 46%; Parents’ 
Magazine, 3.3%; Ladies’ Home 
Journal, 3.1%; McCall’s, 2.3%: 


Woman’s Home Companion, 2%: 
Life and The Saturday Evening 
Post, each .5%. 

The question “How about manu- 
facturer associations—do you 
know of any of these that give 
stamps of approval?” brought af- 
firmative replies from 15%. Those 
mamed were: General Electric 
Institute, by 2% of all women 
interviewed; American Medical 
Association, 1.1%; “Association of 
Grocery Manufacturers,” .8%;: 
General Mills, .7%; American Gas 
Association, .4%; “Union Labels,” 
3%; American Dental Associa- 
tion, .38%; Consumers Union, .2%: 
American Institute of Launder- 
ing, .2%; miscellaneous organiza- 
tions, 1.6%, and miscellaneous in- 
dependent manufacturers, 5.1%. 


Two Seals Dropped 


Interpreting the results, Good 
Housekeeping asserts that in the 
next few years, “whatever copy 
techniques may be used, there 
would seem to be one positive, 
proven advantage with which ad- 
vertisers can strengthen the sales 
effectiveness of their copy and 
the merchandising of their prod- 
uct—namely, third party unbiased 
endorsement by the Good House- 
keeping Guaranty Seal.” 

The magazine’s replacement or 
money-back “guarantee” seal, of- 
fered only to advertisers, is the 
sole survivor of three seals long 
offered by the magazine before 
the war. The other two, dropped 
in 1941, were the “tested and ap- 
proved” seal available to all man- 
ufacturers, whether or not ad- 
vertisers in Good Housekeeping, 
and the “recommended” seal used 
on food, drugs, cosmetics and 
other products not easily tested 
by mechanical means. 

The two seals, dropped osten- 
sibly because substitutions in con- 
sumer goods in wartime made 
testing too difficult, but reportedly 
as a result of Federal Trade Com- 
mission orders limiting use of the 
seals, are not expected to b 
reinstated. 


D. P. Brother Moves 


D. P. Brother & Co., Detroi 
has moved its offices to the fourt! 
floor of General Motors building 


_ Tha Lait & 
AIRLINE SCHEDULES 


AMERICAN AVIATION TRAFFIC GUIDE 


In use constantly by airlines and frequen 
air shippers and travellers. Published anc 
revised monthly. 


The Standard Guide io Air Transportation 
Timetables — Fares — Routings — Maps 


Subscriptions: $5.00 a year 


(122 monthly volumes and supplements) 


AMERICAN AVIATION PUBLICATIONS 
American Building Washington 4, D. C. 
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Millions of American families sit down every morning to a hearty breakfast, which 


includes KELLOGG'S “PEP”. 


Children of all ages, in homes throughout the country, know that “PEP” is good, and 


good for them. One of the reasons, of course, is the fact that they see KELLOGG'S “PEP” 
advertised regularly in the magazines which constitute THE NATIONAL COMICS 
GROUP, blanketing 9 out of 10 families, with children in the 8-20 age bracket. If 


you have a product appealing to such families, you'll find yourself in good company. 


CF 


The National Comics Group 


ACTION COMICS 
ADVENTURE COMICS 
ALL AMERICAN COMICS 
ALL FLASH COMICS 
ALL FUNNY COMICS 
ALL STAR COMICS 


ANIMAL ANTICS FUNNY FOLK REAL SCREEN COMICS 
BATMAN FUNNY STUFF SENSATION COMICS 
BOY COMMANDOS GREEN LANTERN STAR SPANGLED COMICS 
BUZZY LEADING COMICS SUPERMAN 

COMIC CAVALCADE MORE FUN COMICS WONDER WOMAN 
DETECTIVE COMICS MUTT AND JEFF WORLD'S FINEST COMICS 
FLASH COMICS REAL FACT COMICS 


The National Comics Group is currently comprised of 26 out- 
standing comic magazines which carry the Superman DC symbol 
on their covers as identification of the best in comic reading. 


Represented Nattonally by RICHARD A. FELDON @ CO., Inc. © 420 Lexington Ave., N.Y.C. 
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Fair Trading in Appliances 


For some weeks ADVERTISING 
Ace has been predicting that the 
appliance business would take ad- 
vantage of the legal mechanisms 
which exist in 46 states to set 
minimum retail prices. Now, a 
telegraphic inquiry among leading 
producers of small appliances, fol- 
lowing announcement of a fair 
trade policy by General Electric, 
reveals that establishment of spe- 
cific resale prices will be the rule, 
rather than the exception in this 
field, 

Whether the new policy, which 
so far embraces only the “small” 
appliances such as clocks, irons, 
toasters, etc., will be extended to 
major appliances, including re- 
frigerators, stoves and radios, is 
doubtful. But trade analysts are 
pointing out that establishment of 
uniform delivered prices, which 
have been announced recently by 
some of the important factors in 
the field, not only permit price 
advertising nationally, but also 
would be a logical precursor tc 
the establishment of fair trade 
prices at retail. 

Even though the fair trading of 
appliances should not be extended 
to the major appliance field, man- 
ufacturers in all lines will watch 
closely the results of the new 
policy in the small appliance field. 
Fair trade laws in the various 
states, and the national legisla- 


tion which specifically exempts 
sellers in interstate commerce 
from prosecution under anti-trust 
laws if they operate under fair 
trade agreements, were adopted 
largely through the efforts of the 
independent druggists of the coun- 
try, and the drug field has here- 
tofore been the only important 
field in which the fair trade de- 
vice has been widely used. 

In the food field, where it has 
been given brief trials by a few 
manufacturers, it has not seemed 
to work at all, as evidenced by 
the fact that in most instances it 
has been abandoned. But in the 
drug field, where manufacturer 
opinion on the question was di- 
vided sharply at first, most manu- 
facturers now seem to agree that 
fair trading has worked out well, 
has prevented cut-throat price 
cutting and at the same time has 
operated to keep general price 
levels down, particularly during 
the war period. 

The small appliance field has 
never suffered from price cutting 
to anywhere near the extent of 
the drug field, but appliance man- 
ufacturers apparently are con- 
vinced that fair trading will be 
a valuable aid to the industry 
just the same. If it works, fair 
trading is almost certain to be 
extended to other lines where it 
is practically unknown at present. 


Public Opinion and Leaders 


One of the most interesting 
studies to come to our attention 
recently is a report of the Minne- 
sota Poll, conducted by the Min- 
neapolis Sunday Tribune, in which 
the opinion of the “general pub- 
lic’ and of “leaders of public 
opinion” is recorded separately on 
identical questions. The “leaders” 
—625 of them—were educators, 
business men, labor leaders, 
clergymen, editors, professional 
men, housewives active in com- 
munity affairs, club leaders, polit- 
ical officials, and so on. The “gen- 
eral public” was presumably an 
accurate cross section of Mr. Av- 
erage Minnesotan. 

The striking result of the poll 
was the fact that the “leaders” 
and those whom they presumably 
lead were poles apart in their 
opinions. For example, 67% of 
the leaders thought price con- 
trols should be dropped gradually, 
while only 39% of the general 
public agreed: and only 28% of 


the leaders wanted such controls 
continued for an indefinite period, 
while 47% of the general public 
felt this would be wise. 

“This survey,” says the Tribune, 
“fails to answer, scientifically, the 
next question: Does public opin- 
ion follow the opinions of the 
leaders? How long does it take?” 

The answer to this question is 
a vital one to every advertising 
man, every public relations man, 
every business man, and we hope 
that the Minneapolis Tribune ana 
others will be able to supply at 
least a part of it as time goes on. 
But another question is at least 
equally vital: Are educators, 
business men, labor leaders, 
clergymen, editors, etc., really the 
leaders of public opinion, or do 
they merely delude themselves 
into believing they are? 

There seems to be at least par- 
tial evidence that social and eco- 
nomic position are not necessarily 
indexes to opinion leadership. 


‘and assured the Sioux Falls money 


WASHIN & 
MACKINES 


—wWesco Dealers Profit Guide 


demonstrator down!" 


The Passing Parade 

One can scarcely be blamed for 
assuming that Sioux Falls, S. D., 
is the personal finance capital of 
the United States, after seeing a 
full-page newspaper ad there pro- 
claiming: “Does Someone Owe 
You Money? We can collect it 
for you.” The ad, placed by 
United Adjustment Company, was 
dominated by a half-page map of 
the United States and Canada, 


lenders that United had over 2,400 
bonded associates eager to collect 
money in almost any part of the 
world. 

While, in Milwaukee, the Great 
Atlantic & Pacific Tea Company 
is faced with an entirely new 
problem in public relations. At 
the top of a recent food ad in the 
Milwaukee Journal, it declared, 
with what might be regarded as 
a new high in typographic hon- 
esty, that “friendly, courteous 
personnel will handle your fool 
needs efficiently and swiftly.” 


Pillsbury Child's Book 

Pillsbury Institute of Flour 
Milling: History has published a 
new children’s book, “The Talk- 
ing Millstones,” which it is dis- 
tributing to teachers and inter- 
ested parents. The book was 
written by Camilla Wing, a Min- 
neapolis writer, and illustrated in 
color by Henry C. Pitz. It is a 
fictional but authentic 80-page 
history of the development of 
milling since the time of primitive 
man, and is designed as a teach- 
ing aid for use with grade school 
children. 


A Pox on Charity! 

We believe wholeheartedly in 
charity. In fact, we have been 
known to give modest sums to 
charitable activities of one kind 
and another. But we object more 
and more to the sly, unethical 
and obnoxious methods which too 
many charitable enterprises use 
in their attempts to get a dollar or 
five dollars out of us and millions 
of other people. 

We cannot now _ understand, 
and never will be able to under- 
stand, why charitable promotions 
should be allowed to operate on 
an ethical concept far below that 
set for ordinary commercial ac- 


tivities. We cannot understand 
why bingo games or crap games| 
which are illegal should suddenly | 


ee SR 


become legal and even desirable 
if they are sponsored by a real or 
imaginary charitable organization. 
We are completely unable to com- 
prehend why a private builder 
should be prevented by law from 
selling 100,000 50-cent raffle tickets 
on a $10,000 house, while the same 
activity, sponsored by a church, 
is considered not only blameless 
but praiseworthy. Our obviously 
warped mind cannot become rec- 
onciled to the flood of “chances” 
which it is expected to buy in 
the name of charity, and worst of 
all, we cannot contemplate with 
any pleasure whatever the nu- 
merous tickets which reach us in 
the mail, unmasked for, usually 
from organizations of which we 
have never heard, and invariably 
accompanied by various minor 
threats, such as “All unsold 
tickets must be returned or ac- 
counted for under United States 
tax regulations.” 

In short, we have the quaint 
notion that religious and charitable 
organizations ought to collect their 
funds and perform all their other 
function on the highest, not the 
lowest, moral plane. And if there 
be those who would tell us that 
every trick in the eleemosynary 
bag must be used if money is to 
be secured, we would reply that 
this is poor excuse for sharp prac- 
tice by church or charity. 


Letters to His Friends 

From time to time during the 
past several years, this department 
has commented upon the remark- 
ably interesting and well-written 
letters which Lt. Col. Russell L. 
Putman, now returned to peace- 
time operations as head of Putman 
Publishing Company, Chicago, 
wrote to his friends while he was 
in service. 
the-spot letters, detailing the colo- 
nel’s experiences as an air force 
officer in practically every part of 
the world and almost all fronts. 
They seemed to us to be the stuff 
that books are made of, and we're 
delighted that Put has had them 
put into a book, with some par- 
ticularly fine photographs. The 
book is “Letters to His Friends 
Written by Sincerely, Put,” and 
it’s a beautiful job as well as an 
extremely interesting and enter- 
taining volume. 

Apparently Put has printed the 
book privately . . . and we hope 
you’re on his list. 


They were homey, On-| ings 


The following documents may 
be secured without charge ‘rom 
companies sponsoring them, o, 
through ADVERTISING AGE, by any 
national advertiser or adver‘ ising 
agency executive writing on hi: 
business letterhead. Address Ap. 
VERTISING AGE, 100 E. Ohio §¢t. 
Chicago 11, Ml. 


No. 2572. The Clouds Roll By in 
the Spokane Market. 

This illustrated booklet, issueg 
by the Spokesman Review and 
Spokane Daily Chronicle, contains 
the results of a postwar buying 
survey conducted in Spokane and 
18 “Inland Empire” towns, 
Planned purchases, by makes, of 
automobiles and household appli- 
ances, plans for rebuilding and 
remodeling homes, and other de- 
tails are tabulated. 


No. 2573. Cushioned for the Big 
Switch. 

The Milwaukee Journal has is- 
sued this booklet about Milwau- 
kee’s industrial area, illustrating 
nine “cushions” or reasons why 
the city’s reconversion to peace- 
time production will not be dif- 
ficult. 


No. 2574. Dakotas Today. 

The Dakota Farmer has issued 
this 16-page illustrated data book- 
let, which indicates the potentiali- 
ties of the North and South Da- 
kota farm market. 


No. 2575. Twenty Years... and 
What They Have Meant in 
Newspaper Development. 

Improvements over the past 20 
years in news services, features, 
comics, photos by radio, mechan- 
ical facilities and other facets of 
newspaper service are described, 
with illustrations, in this booklet, 

issued by the Toledo Blade. A 

graph and tabulation show the 

circulation trend of dailies in the 

U. S., 1920-1944. 


No. 2491. Cosmetic Usage and 
Brand Preference. 

Hillman Women’s Group has is- 
sued this report of a survey of the 
use and brand preference of toi- 
letry items by readers of Real Ro- 
mances, Movieland and Real 
Story. A specimen of the ques- 
tionnaire is included, and the re- 
port contains detailed tabulations 
of the findings. 


No. 2526. The First Fifteen Are 
Different in Worcester. 

Station WTAG, Worcester, Mas:., 
has issued this pamphlet, which 
shows the local rating of network 
programs compared with their n«- 
tional rating. The top 30 nigh‘- 
time network shows are listed, and 
figures show how Worcester st«- 
tions compare in over-all nigh'- 
time Hooper figures. 


No. 2539. Grit Reader Survey. 
Grit has issued its 10th annu 
reader survey, which indicat: 
buyer preferences for brands 
a wide variety of products, a’ 
shows the trend by brand stan 
and percentages from 19 
through 1945. Further, the stu 
covers makes of autos, radio 6 
and home appliances which G' 
small-town families plan to 
when such items are available. 


No. 2551. Here Are the Answé 
to the You-Quiz. 

Readers of True, the man’s ma: 
azine, get a going over in th 
survey—a Don Herold quiz 
issued by Fawcett Publication 
What they earn and own, hov 
they are employed, what the 
spend for clothes and what branc 
of numerous items they prefer an 
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specify in buying are all set dow! 
in tabulated form. 
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ANOTHER FIRST! 
NEWSWEEK ww PARIS... 


First American Magazine to Publish 


A Civilian Edition on the Continent 


At 11:40 a.m. Saturday, Oct. 27, Parisians could buy Newsweek, 

their first American magazine. And copies were on the way 

to Belgium, Switzerland and Luxembourg. A proud accomplishment 
in disorganized, scarcity-ridden Paris, where only the resourcefulness 
of Newsweek’s staff, plus the miracle of air-delivered film. 


made it possible to hit the Rue de la Paix on schedule. 


Newsweek-Continental — which Europeans can now buy almost a 
s 
as soon as you get Newsweek at home — is eloquent testimony 4 ' 
Pos! 


to the editorial virility that makes international expansion 
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A WELL-INFORMED PUBLIC 
IS AMERICA’S—AND THE WORLD’S— 
GREATEST SECURITY 


ee eneee 


NEWSWEEK’S GLOBAL CAREER began 
with the first military edition of any American 
magazine, has grown to seven military editions, 
plus Newsweek Pan America by Air. Service 
editions are printed in Hawaii, Manila, Austra- 
lia, C.B.I., Rome, Paris, Tokyo. Their circula- 
tion, by War Department estimates, totaled 
650,000 a week. At 10 readers a copy, that’s a 
military readership of over 6,000,000 a week! 
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S survey after survey has proved, millions first 

turn to the advertising pages of The Saturday 

Evening Post for news of new developments in prod- 
ucts and services. 


Post readers are the nation’s best customers, with 
living standards and incomes high above the aver- 
age. They have the money to buy the things they want. 


Year after year, in every community, in every neigh- 
borhood, in every income group—Post readers are the 
first to buy the new and better things. They set the 
pace in their communities, creating and influencing 
the demand that establishes brand preference. 


Today, as it was yesterday, and will be tomorrow, 
The Saturday Evening Post is the most effective ad- 
vertising medium for creating and maintaining 
national brand leadership. 


The great names of industry and business are 
those that have used Post advertising pages consis- 
tently through the years. 
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Survey after survey proves that people pay more attention to advertising 
in The Saturday Evening Post than in any other magazine. 
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Gets New Account 


Anticipation Shops, California 
retail chain featuring apparel for 
the expectant mother, has ap- 
pointed Hillman - Shane - Breyer, 
Los Angeles, as its agency. Plans 
include a mail order campaign to 
run in fashion and service maga- 
zines. 


“Cover Catholic. 
Schools, Churches, 
and Institutions 


To Stevenson & Scott 


Associated Textiles of Canada 
Ltd., has named Stevenson & 
Scott, Montreal, to direct its ad- 
vertising. 


35 W. WELLS ST., MILWAUKEE 3, WIS. 


Sterling Names Kight 


Kight Advertising Company, 
Columbus, O., has been named to 
handle the advertising of Ster- 
ling Mfg. Company, Springfield, 
O., manufacturer of embalmer’s 
instruments. Business papers and 
direct mail will be used 


Somar to Iola 


Somar Specialty Corporation, 
Bridgeport, Conn., maker of 
hobbycraft tools, has appointed 
B. D. Iola Company, New York, 
to handle its advertising. 


Advertising Age, November 19, 44; 


Solve Split Run 
Puzzle in Media 


Records’ Reports 


New York, Nov. 14.—Follow- 
ing meetings with advertising di- 
rectors of all five Chicago news- 
papers, Media Records, Inc., this 
week announced that a satisfac- 
tory solution has been found to 
the problem of reporting split- 


run advertising, which had caused 


Prepared especially for this campaign by Wendell P. Colton Company 
(Agency for Atlantic Gulf & West Indies Steamship Lines). 


4fow about YOUR ut YOUR Post-War 


Remember “The Kid in Upper Four?” That was only one 
of the Travel Industry's many notable contributions to 
four years of war-effort advertising. Today, travel ad- 
vertisers stand on the threshold of the day when at last 
their advertisements—like the one above—can say “travel 
now to your heart’s content!” 

When Americans can read travel ads like this again, 
chances are the million best travel customers in the land 
will see more of such ads in TIME than in any other maga- 
zine. In the past ten years, TIME has carried 30% more 


| r 
rors wit aed 


pEOPLE 


TRAVEL ADS 7 


pages of travel, resort, and hotel advertising than has any 
other magazine. 

TIME’s traveled, travel-hungry families report they plan 
to travel twice as much as they did before the war. For 
instance: more than 310,000 tell us they expect to visit the 
Pacific and Central America; more than 88,000, South 


America—all within the next five years. 


ADVERTISING OFFICES 
New York 
Philadeiptia 


Boston 
Detroit 


Chicago 
Cleveland 


San Francisco 


all Chicago dailies except th, 
Tribune to announce withdr.,y,) 
from Media Records éeffe ive 
Jan. 1. 

Under the new  agreer nt 
which brings all newspaper. j;, 
Chicago back into the fold, M. jj, 
Records’ reports will show he 
advertising space used for wo 
ads on an alternating split - -y, 
arrangement as shared by (9th 
ads, the total linage being equ \|ly 
divided between the two. his 
new method will be put into ef. 
fect Jan. 1, 1946. Zone adver ‘is. 
ing is to be treated as it has been 
in the past. 

The effect of the new metiiog 
can be gauged from a study of 
linage records for the first nine 
months of this year. The Tribune, 
the only paper seriously affected, 
published 1,928,618 lines of daily 
split-run advertising, and 748,- 
642 lines of Sunday split-run. 
Under the new method, this lin- 
age would be cut in half for pur- 
poses of record. 

Attending the sessions which 
worked out the new agreement 
were George Hartford, Chicago 
Daily News; Chesser Campbell, 
Tribune; William McNamee, Her- 
ald-American; Wallace Brooks, 
Sun; Leo Abrams, Times, and 
P. L. Carty, president, and John 
Halpin, general manager, of Media 
Records. 


‘Sun-up’ Names Davis: 
Son Joins Company 


Sun-up Magazine, San Antonio, 
Tex., new publication which will 
make its bow next February (AA, 
Nov. 5), has appointed Ray H. 
Davis, Chicago, as its midwestern 
representative. 

Bob Davis, son of the Chicago 
publication representative, has 
just been released from the Army 
air forces and has become associ- 
ated with the elder Davis. He was 
formerly with the Milwatukee 
Journal’s display advertising de- 
partment. 


In POWERLAND Lingo.. 


Use its terms to get business 


Thousands of power engineers and execu- 
tives now are considering by type and ma’.¢ 
the boilers, stokers, turbines, engines, 
pumps, piping, switchgear, belting,contro!s 
and other equipment needed to expand aod 
modernize peacetime power systems. 


Use meaty, informative ads regularly ‘© 
POWER PLANT ENGINEERING to gi:e 
these men the help they need in selecti: ¢ 
and installing your power equipment «© 
supplies wherever possible, talk Powerla: | 
language; show simple application hooky :. 
sectional views, capacity tables, perfor: - 
ance data. 


Ask for field bulletin “Where enginec s 
need help.” It tells about problems your « 
gineer-customers are up against; offers ti 
for slanting your messages to this bas: 
all-industry market. 


crainécaite 
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Something, New in 
‘ 


Women’s Magazines 


appeared October 17 


% 
~~ 


fj sierh> Woman is tailored to fit today’s young woman. 


Her world and her outlook have widened and changed during 


these last, fast-moving years. She's amazingly well-informed. She 
has a deep, personal interest now im things that once never mattered 
to her. She has new ambitions, different wants. Shes living in 4 
new era. 

So she gets this new magazine. 

Today’s Woman is the service magazine for the young wife, 
mother. homemaker in her middle twenties. She’s the blueprint 
behind the book. | 

Everything in Today’s Woman will help and serve this young 


woman. 


There’ll be lots of good fiction “‘bull’s-eyed”’ at her... her kind of ~ 


stories by writers like Thyra Samter Winslow, Margaret Culkin 
Banning, Adela Rogers St. John, and Phyllis Duganne.. . illustrated 
by Mario Cooper, Leslie Saalberg. Walter Biggs, Bill Brown and 
other top-notchers. 4 

There’ll be an unusually large and smartly arranged “service 
department”’ crammed with stimulating, practical advice on Fashion, 


Beauty, Food, Home Decoration — suggestions young women can 


use. 
—.. Today’s Woman used to be called Life Story. It starts its exciting 
oa, new existence with the 600,000 newsstand sales (at 25¢ a copy) that 
_ Life Story piled up every month. 

G 0 giv The market that buys 89% of all merchandise is the “young, 
pment middle-income housewife group” that Today’s Woman specifically 
so sl reaches. Your advertising will influence them economically . . . in 
ce Today’s Woman. 

s your ¢ 
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Ledley Woman THE NEW MAGAZINE 


) ‘AWCETT PUBLICATIONS, INC., 295 Madison Avenue, New York 17, N.Y., World's Largest Publishers of Monthly Magazines 
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All WPB Statistics 
Made Available 
in Search Room’ 


Industry Welcome to 
Look Through Files 


for Useful Data 


Washington, Nov. 15.—Produc- 
tion and marketing specialties 
from all branches of business and 
industry will have an opportunity 
during the next six weeks io 
comb through the wealth of ma- 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


7 ssoK.c 


BUFFALO'S 
AMERICAN 
BROADCASTING 
COMPANY 


sor, 


STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


BUFFALO 
BROADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO. NEW YORK 
National Representotive: FREE & PETERS, INC 


terial on the U. S. economy that 
accumulated here as a result of 
WPB’s wartime controls. 

With WPB gone, and its succes- 
the Civilian Production Ad- 
ministration, in the process of 
liquidating unnecessary opera- 
tions, the government is fulfilling 
a long standing promise that data 
provided in the report forms would 
become available in whatever form 
and quantity industry wishes. 


figures on production, shipment, 


materials, consumption and other 
vital statistics streamed into WPB 
as government tightened its con- 
trol over virtually every material 
and product that goes into modern 
living. 

| Must Make Needs Known 

| Unless industry registers its re- 
quirements during the next six 
| weeks, however, only a_ small 
‘amount of the information will 


‘ever be released, where it can be 


For more than four years the/used in charting marketing pat- 


| terns. 


Advertising Age, November 19. | 


Albert A. Eisenstat, chief of the 
CPA industrial statistics branch 
which is handling the release of 
the statistical data, is enthusiastic 
about the probable results of the 
“open house” he is holding be- 
ginning Monday. He notes that the 
forms cover many new industries 
and involve substitute materials, 
never previously reported. 

Over a year ago, industry began 
to receive some of this informa- 
tion in the “Facts for Industry” 
series, which WPB and the Cen- 


sus Bureau have been 


tions and limitations on time 
personnel during the war’) o: 
fraction of the available info 
tion has been released. 


Set Up ‘Search Room’ 


Altogether in a four-yeay 
riod, the 31 WPB divisions ji 
nearly 3,500 report forms an: 
plication forms. These will a 
available for 
special statistics 
which the industrial statistic 


iss ] 


but because of security res); 


examination at 
“search 1 
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FACTORY SHOWS HOW TO MANAGE MEN AND 


—— 


The plant operating group, most influential in 
buying all across industry, and FACTORY ’S ex- 
clusive field, have many titles. Some of them are: 


MANAGEMENT 


Vice-Presidents in Charge of 
Manufacturing, Industrial 
Relations, Production, 
Operations 


General Manager 


Works Manager Phe = ee 
ead of Production Contro 
Factory Manager Gusccumons 


Plant Manager 

General Superintendent 
Superintendent 
Production Superintendent 


Production Manager 

Head of Methods Department 
Head of Motion Study Dept. 
Head of Time Study Department 
Head of Time Standards Dept. 
Head of Production Planning 


Personnel Manager 

Director of Industrial Relations 
Chief Personnel Officer 
Director of Training 


MAINTENANCE 


Plant Engineer 

Works Engineer 

Maintenance Engineer 

Mechanical Engineer 

Electrical Engineer 

Maintenance Superintendent 

Master Mechanic 

Chief Electrician 

Superintendent of Buildings 
and Grounds 

Electrical Superintendent 


Whatever their titles, they are the 
men responsible for manufactur- 
ing a better product at lower cost. 


MACHINES TO 
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Advertising Age, November 19, 1945 


vis 
Se 
to 


~FACTORY™ 


ion is maintaining in the Social 


curity building, from Nov. 15 


Dec. 28. 
\s the process is set up, the 


search room” will probably be 
ost useful to persons seeking in- 


1ation about specific materials 
ommodities, for the 3,500 forms 
» been “indexed” according to 
WPB operating division that 


sued them. They are further in- 


ed by commodity or material, 
vever, 


Attendents will provide a com- 


plete portfolio on any particular 
report form, detailing the types of 
figures that were collected, the 
period they cover, the number of 
firms in the industry, and other 
critical data. The portfolio also 
contains a memo explaining the 
purpose of the report, and de- 
scriptions of published and un- 
published tabulations. 


Will Make Tabulations 


Copies of published tabulations 
will be available, while staff mem- 
bers will be on hand to arrange 


appointments with division sta- 
tistical exports who can explain 
unpublished compilations. When 
these experts feel that the unpub- 
lished report is of general inter- 
est, the industrial statistics branch 
will arrange for its release, Mr. 
Eisenstat explained. 

Visitors will not be permitted to 
take notes on unpublished reports, 
he cautioned, but they may be as- 
sured that these reports will be 
rushed through for general re- 
lease in the “Facts for Industry” 


series. 

Where material has not already 
been tabulated, new tabulations 
will be made if there is sufficient 
interest, Mr. Eisenstat said. Where 
there is not sufficient interest, it 
will be possible to arrange for 
such tabulations by paying the 
cost. 


Burnett Appointed 


Jack Burnett, public relations 
director for Foote, Cone & Beld- 


19 


charge of all agency publicity, 
with offices in New York. Greg- 
ory Dickson, who handled that 
work in New York, takes over the 
job on the West Coast. 


Kane Adds Four 


Kane Advertising, Bloomington, 
Ill., has added four new members 
to its creative staff: Al Humenick, 
formerly a designer with the 
Navy, as director of the art de- 
partment; Phyllis Mockert, his 
assistant; Jane Osterhoudt, copy 
department; and Bob Tucker, pub- 


ing, Chicago, has been placed in 


4 WHEN YOU SELL 


licity. 


Joins Sackheim 

Ben Sackheim, Inc., New York 
agency, has announced the ap- 
pointment of Mary E. Reese, for- 
merly with Paris & Peart, as copy 
chief and account supervisor. 


COLUMBIA 
NETWORK 


TO INDUSTRY 


97% of salesmen recently surveyed voted industry's 
plant operating officials very important to their selling. 
66% consider them the most important influences. 


Why do these men wield so much buying influence? 
Because it is their job to keep their companies com- 


FACTORY THAN ANY other 
BUSINESS PUBLICATION 


Plant operating men can’t afford not to study, to 
search for the best in industrial education, That’s 
why you find them reporting in survey after sur- 
vey by advertisers, that FACTORY is their pre- 
ferred reading—editorial and advertising, too. 


Because FACTORY has always given them au- 
thentic, factual, usable, interesting help for their 


MANAGEMENT AND MAINTENANCE 


SAVE TIME AND MATERIAL 


petitive—to produce a better product at lower cost. Their 
success or failure at this job depends to a large degree 
on the choice of the working tools, the machines, equip- 
ment and supplies, which are bought to build their 
products, to operate and maintain buildings and produc- 
tion facilities. So they have plenty to say about this buying. 


=> 
== 


everyday jobs. They /ean on FACTORY year in 
and year out. 

The plant operating group is important to your 
sales and advertising plans. FACTORY should 
be the back-bone of your selling plans because 
FACTORY alone gives the concentrated cover- 
age which you need to sell your products to the 
broad manufacturing industries. 
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Pullman Purchase 
Case Affects Car 


Makers, Agencies 


Young Calls Rail, 
Pullman Ad Budgets 
‘Absurdly Small’ 


Philadelphia, Nov. 14.—As had 
been predicted in financial circles, 
Pullman, Inc., has elected to sell 
its sleeping car subsidiary, the 
Pullman Company, to a group of 
27 large railroad passenger-carry- 
ing lines, Ordered by the federal 
court a week ago to make its 
selection from among four bidding 
groups by Dec. 3, Pullman, Inc., 
yesterday asked the court to ap- 
prove the sale to the railroads 
for a price of about $75,000,000. 

Three other prospective pur- 
chasers are expected to argue be- 
fore the court here Dec. 10 against 
the Pullman decision to sell to 
the railroads, but doubt has been 
raised that the court has the au- 
thority to overrule the decision 
made. Under a 1943 decision, 
Pullman, Inc., must divest itself 
of the sleeping car service by the 
end of this year, since it decided 
last year to retain Pullman Stand- 
ard Car & Mfg. Company. 


Young Leads Opposition 


At the hearing last week on 
the offers, chief opposition to the 
27 railroads’ proposal was voiced 
by Robert R. Young, chairman of 
the board of Allegheny Corpora- 
tion and the Chesapeake & Ohio 
Railway, whose group, with Otis 
& Co., Cleveland investment house, 
also offers to buy 6,250 old heavy- 
weight sleepers, 600 new light- 


9EZE-STIK Gets Your 


“Product 
UP FR EZE-STIK 


is the modern self-adhesive method 
of posting point-of-sale advertis- 
ing. It adheres without moisture... 
sticks to any clean, hard, smooth 
surface. Laboratory tested. Will not 
deteriorate. Not affected by mois- 
ture or extremes of heat and cold. 
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Bond WHEAT BREAD to-day 
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Bond Bread uses these EZE-STIK Shelf 


Strips to win better display in food stores. 


Fleischmann's Yeast gets its reminder adver- 
tising across right at the point-of-sale with 
EZE-STIK. 


© EZE-STIK gets dealer acceptance. IN- 
STANTLY because it goes up so easily 
... leaves no marks 


@ EZE-STIK earns better store locations 
for your advertising message. 


® Displaymen prefer EZE-STIK. Sales- 

mea who ordinarily won't carry displays 

will handle EAE-STIK displays willingly 
We produce complete displays... 
color printing on adhesive backed 
paper processed exclusively by us. 
EZE-STIK will get your product 
UP FRONT. Write for samples 


and information. 


ADHESIVE PRODUCTS CORP. 


220 FifthAvenue New York I, N.Y. 


weight sleepers and other Pull- 
man Company facilities for $75,- 
000,000. 

Mr. Young, as well as members 
of the three-judge special court, 
indicated some doubt as to the 
benefits the public might expect 
in service if the railroad group 
acquires the Pullman facilities. 
Mr. Young charged the railroads 
with lack of aggressiveness in 
failing to establish transcontinen- 
tal passenger service eliminating 
stop-overs in Chicago. He char- 
acterized as “absurdly small” $5,- 


000,000 spent on advertising pas- 
senger service annually by the 
railroads and Pullman Company, 
saying that his offer includes a 
proposal to set up a nationwide 
organization for promotion of 
sleeping car travel. 


Will Affect Car Sales 


The court probably will indi- 
cate Dec. 10 which of the four 
offers—those of the railroads, the 
Young group, Glore, Forgan & Co., 
of Chicago, and Standard Steel 
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Spring Company, Cleveland—it 
considers best, but if its choice 
is not for the railroad group, it 
may admit lack of jurisdiction to 
force Pullman to sell to any but 
the railroads. 

More than once during the trial 
this week it was hinted that the 
decision as to the buyer will bear 
on future sales of passenger cars 
and on railroad advertising. 
Among those interested in the 
outcome is, of course, Young & 
Rubicam, which has handled the 
Pullman Company account since 


1941. For some time now, Y:.R), 
Chicago office has planned PF |))_ 
man campaigns on four -m¢ 9th) 
bases rather than on longer pj. 
ods as formerly. 

Also seriously interested are {he 
principal car manufacturers, P))|)_ 
man Standard Car & Mfg. Com. 
pany and Edward G. Budd Mfg. 
Company. Pullman Standarg 
claims to have built about 70-9, 
of all lightweight, streamline pas- 
senger cars. It now has nearly 
700 on order from the railroads, 
including at least some of all de. 
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CONDENSED DATA BOOK ABOUT 
McGRAW-HILL PUBLICATIONS 
AND THE MARKETS THEY SERVE 


RIGINALLY published about a 
year ago, the McGraw-Hill 
“Handy Guide” has become a conve- 
nient, ready-reference book for indus- 
trial advertising managers and advertis- 
ing agency executives. 

The new 1945-46 edition, containing 
condensed facts about the business and 
industrial fields served by McGraw-Hill 
magazines and catalogs, is “required 
reading” for anyone interested in these 
major markets. 

The Guide includes a complete set of 


Condensed Data Sheets which present 
a clear, concise picture of the market 
scope, editorial influence, industry cov- 
erage, circulation, editorial and business 
personnel and other pertinent informa- 
tion about each publication. 

The Handy Guide is yours for the ask- 
ing. It should help you plan for the more 
aggressive, more effective job your ad- 
vertising will have to do in today’s com- 
petition. Ask for your copy today. It is 
available from any McGraw-Hill office 
or from your McGraw-Hill man. 
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ns which it currently features 
in its “Tomorrow’s Trains Today” 
campaign. Budd has orders for 
about 400 passenger cars, mostly 
coaches, Which it makes for about 
$85,000 each. 


rudd Advertises Consistently 


Rudd advertising, handled by 
Lewis & Gilman here, currently 
is running in five national maga- 
zines and several financial news- 
pavers, billing for which amounts 
to more than $200,000 a year. 
Budd’s 46 plans call for ads, also, 


in Holiday, forthcoming Curtis 
publication, and Nation’s Business. 

Pullman Standard, through 
Charles Daniel Frey Advertising 
Agency, Chicago, is spending 
almost as much as Budd, in six 
national and business magazines, 
and financial newspapers. Pullman 
Company’s campaign currently 
runs in about twice as many na- 
tional magazines and amounts to 
about $400,000 a year. 

Although Budd still emphasizes 
its “stainless steel’ streamlined 
trains and Pullman Standard 


makes something of the fact it 
will not use stainless steel be- 
cause of structural weaknesses in 
the material, Budd and Pullman 
Standard passenger cars will 
probably be so built as to be in- 
terchangeable among the rail- 
roads in the future. Most cars 
are bought as cars, individually, 
rather than as trains of cars. Pull- 
man, using steel alloys, can and 
does make cars with special plat- 
ing giving the fluted appearance 
characteristic of Budd cars. 
Each of these two car makers 


is now stressing radical new de- 
signs, and they are in agreement 
that the open-type sleeper berth 
will soon be a thing of the past. 
If the Pullman Company is sold 
to the railroads, it is unlikely, as 
reported in some newspapers, that 
each individual railroad will at- 
tempt to operate its own sleeping 
car service. Centralized operation 
is the key to success in this field, 
because of the fact that many 
sleepers are operated over the 
lines of more. than one road. 
The only possible exception to 
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Capsule facts on America’s most important 
industrial markets. A “‘must” 
advertisers. Ask for your free copy today. 
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this program is that the Penn- 
sylvania Railroad is believed to 
lean toward the idea of operating 
its own independent sleeping car 
service. 

If central operation is contin- 
ued, the chances favor the present 
management being retained to 
serve the joint interests of the 
railroads, and in that event the 
educational and informative ad- 
vertising which has been used by 
the Pullman Company for many 
years would have a good chance 
of being carried on under the 
new regime. 


Two Join Frankel 


Jack V. Schuller, formerly with 
Henri, Hurst & McDonald, has 
joined Jones Frankel Company, 
Chicago, as art director. Lee 
Goldstrom has joined the agency’s 
art staff. 


Joins Earle Ludgin 

Sally Beall, formerly a reporter 
on the Chicago staff of Retailing 
Home Furnishings, published by 
Fairchild Publications, New York, 
has joined the home economics 
and creative staff of Earle Ludgin 
& Co., Chicago. 
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E-Z Frisket comes to you prepared with \ 
the adhesive already on the back. You 
simply peel off the protective backing 
and it's ready for use. 


What tt tas ¥% Frisket is a 


thin, extremely 
transparent plastic film coated with 
a special frisket adhesive. 


Mou tt worka » Y easily re- 


move the pa- 
per backing that protects the ad- 
hesive. You place the frisket film 
over your drawing or photograph. 
It instantly and easily adheres to 
your working surface. You then cut 
your frisket in the regular way. 


E-Z Frisket is extremely strong, cuts 
easily, makes sharp hair-lines and 
doesn't curl at the edges. When you 
are finished you simply peel the film 
from the copy. There’s no cement 
or residue to remove and copy re- 
mains in perfect condition. 


Where to buy tt; 


should stock E-Z Frisket. 
If he doesn’t —ask him about it 


Your lo- 
cal dealer 


prices: Desk Roll: ask 
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today 


or order direct from 
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AREA 


Know the "A-B-C's" of Good Radio Coverage! 


OMES 


IN KVOO'S DAYTIME HALF-MILLIVOLT 


102% 


as compared to 
ENTIRE STATE OF 
OKLAHOMA 


Including bonus counties in 
Missouri, Kansas and Arkansas, 
making the KYOO market — 


Oklahoma's No. | Market. 


50,000 WATT 


TULSA, OKLAHOMA 


Geigy Names Croot 


Geigy Company, New York, has 
named Samuel C,. Croot Company, 
New York, to handle advertising 
of DDT insecticides, which the 
company produces and sells for 
commercial agricultural use. 


Trost Leaves Agency 


John R. Trost has resigned as 
director of sales promotion serv- 
ices of Anderson, Davis & Platte, 
New York, to start a home fur- 
nishings business in Tucson, 
Ariz. 


Rankin Joins ‘Redbook’ 


W. Parkman Rankin, formerly 
national advertising manager of 
the Albany Knickerbocker News, 
has joined the New York sales 
staff of Redbook. 


Deegan to Kimball 


Thomas J. Deegan Jr., formerly 
director of public information of 
American Airlines System, New 
York, has joined Abbott Kimball 
Company, New York, as a vice- 
president in charge of public re- 
lations and publicity. 
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‘Chicago Times’ 
Pantry Survey 


Ranks Groceries 


Chicago, Nov. 14.—Results of a 
“pantry poll’ made last August 
of grocery products on hand in 
Chicago homes have been pub- 
lished by the Chicago Times. Con- 
ducted for the Times by North- 
western University, and based on 
a permanent panel of about 400 
families here, the study is the 
first of a number to be made at 
four-month intervals to determine 
the ranking of specific brands of 
grocery items on pantry shelves. 

The first report shows that, with 
few exceptions, specific brands of 
bread, jellies, salad dressings, 
bleaches and many other products 
are found as frequently in the 
homes of families with high in- 
comes as in those of low-income 
families. Kraft cheese, for ex- 
ample, was found in 49% of homes 
of low-income families and in 
45% of upper-income families, 


National Representatives BOGNER & MARTIN 


> 


Sh-sh-sh, not a word to anyone 


about this ... except readers of The 
Star. Yes, 99% of the stories in this 
intensely read paper are exclusive to 
The Star ... glamorous, arresting, 
stimulating, non-perishable stories 
the wires don’t carry. No wonder The 
Star is better read— it reads better! 


Columbus 


TAR 


THE WEEKLY WITH DAILY CIRCULATION 


90,818 A. B.C. 


295 MADISON AVE., NEW YORK 17,N. Y. 


180 N. MICHIGAN AVE., CHICAGO 1, ILL. 


compared with 11 and 14%, ve. 
spectively, of homes having Ph)\,_ 
delphia cream, second on the 
cheese list. Third on the lisi jx 
Blue Moon cheese, with an ex. 
ceptional difference—13% place. 
ment in homes of upper-incore 
families and 6% in other families. 


Market Saturation Shown 


The survey also shows striking 
differences in market saturation. 
One or more brands of coffee, {oy 
example, are found in 98% of 
homes, compared with percentages 
of 98% for scouring and cleaning 
products, 94% for laundry flake 
and powder soaps, 19% for canned 
vegetable juices and 12% for 
canned carrots. 

Some product lists, such as 
those for cake flour, tea, peanut 
butter, etc., show one brand in a 
dominant position, while others, 
including dog food, paste foods, 
canned pears, etc., show three or 
more fairly even in leadership. 

The survey also includes mis- 
cellaneous information showing 
how many of the 400 panel fami- 
lies use wine in cooking (13%), 
their habits in buying groceries 
day by day during the week, etc. 


Feigenbaum to Sackheim 


Harold Feigenbaum, formerly 
with Hirshon-Garfield, Inc., New 
York, has joined Maxwell Sack- 
heim & Co., New York, as pro- 
duction manager. 


U. S. Instrument to Hill 


United States Instrument Cor- 
poration, Orange, N. J., communi- 
cations equipment, has appointed 
Hill Advertising, Inc., New York. 
Business papers and direct mail 
will be used. 


Appoints Durstine 

Ravel Perfume, Inc., New York, 
has named Roy S. Durstine, Inc., 
as agency for Ravel Pagan and 
Fawn perfumes. Class magazines 
will be used. 
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Advertising Medium in Seattle 


SEATTLE isa rich, compact, easy-to-sell market! 
It is easy to sell because THE SEATTLE TIMES 
reaches 8 out of 10 Seattle homes. This remark- 
able preference is no accident. THE SEATTLE 
TIMEs is edited with restraint and a high regard 
for community interest. That is why THE 


SEATTLE TIMEs is Seattle’s FAVORITE newspaper. 


Represented by: O'MARA & ORMSBEE, INC. + NEW YORK + CHICAGO 


SEATTLE TIMES 


DETROIT + LOS ANGELES + SAN FRANCISCO 
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Named Art Director 


pany, 


H. J. Torgesen, formerly assist-] Tucker, Wayne & Co., 


ant advertising manager and artlagency, as art director. 


director of American Can Com- 
New York, has joined 
Atlanta 


SCORE CARD.... 

(For the Third Quarter) 

Here's the order in which the principal cand 

lined up on display advertising accounts an 

third quarter of 1945: 

INTERNATIONAL 
CONFECTIONER 

2nd Publication 


business papers 
volume for the 


_......141 accounts — 1605 pages 
........ 104 accounts— 121 pages 
IID cy ohn de 0k sje a 92 accounts — 120!/, pages 
4th Publication ................ 87 accounts —85 4/9 pages 


While advertising volume of contemporary business papers 
showed little or no change during the third quarter, INTER- 
NATIONAL CONFECTIONER's volume moved up smartly to an 
all-time high, and should further outdistance other media in the 
field as a buyers’ market approaches, and advertisers not only 
expect, but demand a pay-off on their investment in advertising 
space 


INTERNATIONAL CONFECTIONER 
80 WALL STREET, NEW YORK 5, N. Y. 


Local Housing Institutes 
Contemplated in NHA Plan 

Washington, Nov. 15.—Mayors 
of congested cities, according to 
a plan suggested by the National 
Housing Administration, would set 
up “consumer institutes” so that 
the 2,000,000 families who will be 
needing homes during the coming 
year can get advice and appraisal 
service before building or buying 
an existing home. 

If the mayors agree to setting 
up these “institutes,” which would 
call for cooperation from private 
home-building and financing in- 
terests, as well as citizen groups, 
NHA may suggest a national pub- 
licity and public service adver- 
tising campaign to call attention 


By STANLEY E. COHEN, Washington Editor. 


Advertising Age, November 19. {94; 


to the wisdom of seeking advice 
before investing in a home. 


Appreciative though we were of 
data provided by Sen. Harry F. 
Byrd’s committee on government 
expenditures, we are not too sure 
of the reliability of committee fig- 
ures showing that 64 government 
agencies or units in 32 different 
departments or independent agen- 
cies are concerned with “business 
relations” and 29 units in 21 major 
outfits are collecting and gather- 
ing statistics. These figures must 
be hardly more than an approzi- 
mation, we conclude, for the Sen- 
ator has listed a number of doubt- 
ful cases, while on the other hand 
some of our best news sources on 


WESTERN HOMETOWN SHARE OF TOTAL FOOD-AND-DRINK-SALES 


( Outside of the six largest cities) 
20 25 30 0 635 40 45 
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Where there are more people 


YOU GET MORE STOMACHS — 


_ so, you sell more eats and drinks 


Three times as many stomachs—that’s your answer. 


For BEVERAGES and FOODS the Hometown Daily News- 
paper market is twice as big as all other areas in the 


11 Western States. 


Hometown Daily Newspapers blanket this rich primary 
market that lies outside of the six largest cities with 70% 


coverage at low cost. 
x * x * * 


Write for “How to Sell America’s Third Greatest 
Sales Area.”” Hometown Daily Newspaper Publishers, 
625 Market Street, San Francisco 5, California. 
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THE HOMETOWN 
DAILY NEWSPAPER 


covers this primary market 


America’s THIRD GREATEST SALES AREA 
.. . 6 BILLION A YEAR 

where two thirds of all retail sales 
are made in the HOMETOWN MARKET 
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statistics and business affair a, 
omitted. 
* * Po 

Commerce Department is ap. 
other government agency fe:! ing 
a “grass roots” urge. Given the 
$675,000 asked in a current (e§_ 
ciency appropriation bill, ang 
other funds in the future, U ide; 
Secretary Alfred Schindler wou 
set up, with the aid of busines; 
leaders, “business counse): ing 
staffs” in every important busj- 
ness and industrial center, to pro- 
vide small business with guidance 
on such matters as capital require. 
ments, buying procedures, inven. 
tory practices, methods of selling 
and advertising techniques. 

* * 


A major OPA pricing mistake 
came home to roost when the Na- 
tional Retail Dry Goods Associa- 
tion, and Rep. Fred A. Hartley 
(Rep., N.J.) installed a “Chamber 
of Horrors” in the House Office 
building, demonstrating most im- 
pressively how OPA rules en- 
abled newcomers to market shoddy 
merchandise at good prices, but 
prevented established firms from 
obtaining price adjustments which 
would have given the public qual- 
ity goods at reasonable prices. 
Congressional sympathy for OPA 
critics was eloquently illustrated 
a few days earlier when the Na- 
tional Automobile Dealers Asso- 
ciation scored one of the mightiest 
lobbying triumphs of all time by 
drawing 316 of the 527 members 
of the House and Senate to a hear- 
ing protesting OPA’s proposed 
cuts in profit margins of auto 
dealers. 

* * * 
Civilian Production Administra- 
tion, which inherited WPB’s sins, 
does not even pretend that the 
St. Louis Post-Dispatch will pay 
back all of the 785 tons of news- 
print it is accused of using in 
excess of quota. For the news- 
paper to fulfill terms of the com- 
pliance order, newsprint would 
have to be rationed through Sep- 
tember, 1946. . . Newspaper sup- 
port of the Victory Loan has not 
been sufficient, Treasury’s Jack 
Delehanty tells agencies in a spe- 
cial plea for more newspaper 
space through Dec. 8... For the 
first time, rival business groups 
will have detailed data on the 
amount and types of taxes levied 
on co-ops, according to previews 
of a forthcoming report of the 
House small business committee. 
Some business associations have 
claimed that co-ops are tax free, 


Take a natural ability to write, add « 
heap of perspiration, stir in twenty odd 
years of practical merchandising expe 


rience and PRESTO... 


greying hair... plus a pretty fair work 


ve mu have 


ing knowledge of how to make adver 
tising succeed. 

We've long since become wary © 
But we hav 
been helpful to a lot of people. Woul 


making rash promises. 


you care to talk? 


General & Industri: 
Advertising in all i! 
[ce ~=obranches. Affiliate 


S offices in many citic® 


y Since 193 


M. GLEN MILLER Advertisings 


8 So. Michigan Ave. CHICAGO 3 Ills 
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A Form Letter Pulls 
a Barre! of Answers 


To the Editor: A form letter— 
particularly one three pages in 
length—usually finds its way to 
the wastebasket after a cursory 
glance. 

Your recent letter outlining the 
difficulties you experienced in get- 
ting out your publication during 
the strike of the typographic 
union, was an exception, and many 
thanks for letting us in on the 
interesting story of producing a 
paper without type. You did a 
swell job, and you and your or- 
ganization are to be congratu- 
lated! 

S. G. PRIcE, 

Turner Advertising Company, 

Cincinnati. 


To the Editor: It’s mighty nice 


This department is a reader’s forum. 


of you to end up that three-page 
letter with “Thanks a lot for 
listening,” but my reaction is that 
every mother’s son of your sub- 
scribers should hie themselves to 
the tallest building and shout a 
loud thanks to you for writing it. 
Talk about the “will to win.” My 
gosh, you fellows did show the 
world a fine lesson in teamwork. 
Cooperation is a bigger word than 
competition, believe me, and your 
associates know it. Through the 
blue haze of all the cussing you 
say was done, they must know 
how to work with a song in their 
hearts. My hat’s off to ’em. 
H. K. LANGE, 

Sales Promotion Manager, 

Western Mineral Products 

Company, Minneapolis. 

To the Editor: After reading 
your bulletin reviewing the 


Letters are welcome. 


“sweating out” process you went 
through during the strike, there 
isn’t much I can say but congratu- 
lations. Under the circumstances, 
to get out what you did was a 
masterpiece. Naturally, I regret 
the loss of your revenue but I 
am sure you can make that up. 
*Twas a good job well done! 
J. F. OBERWINDER, 

President, D’Arcy Advertis- 

ing Company, St. Louis. 

To the Editor: Congratulations 
on not only the Vari-typed issues 
of ApverTIsiInc AcE, but on the 
clever, readable and most inter- 
esting letter you sent us describ- 
ing the tribulations that all of 
us knew you had had, when we 
spotted those famous issues in the 
mail. 

What you did to lick your prob- 
lem to me seems not quite as im- 


ONE OF A SERIES FEATURING THE MEN WHO MAKE FREE & PETERS SERVICE 


Ps 


RAY NEIHENGEN! 


Take one quiet, soft-spoken, hard-working young man— 
add an equal amount of ambition, persistence and tenacity 
—stir well for over fourteen years in radio . . . and voila!, 
mes amis, there you have Ray Neihengen! As one of our 
several new F&P Colonels, Ray has already earned the 
confidence and respect of everybody with whom he has 
come in contact. Welcome to F&P, Ray! 


Now that things are getting back to normal, and men who 
can produce more than a faint sound in the stethoscope 
are becoming available, we ask you to watch F&P’s dust. 
Blessed with a loyal organization of the wisest old heads 
in the representation business, we are now out-doing our- 
selves by the addition of more good men than we have 
ever had in all our thirteen years in this industry. And 
with every good man we add, we know that spot-broad- 
casting becomes just that much easier and more profitable 
to all you agencies, advertisers and radio stations alike. 
And that’s our job, here in this group of pioneer radio- 


station representatives. 


Franklin 6373 Plaza 5-4130 


FREE & PETERS, rvc. 


Pioneer Radio Station Representatives 


Since May, 1932 


CHICAGO: 180 N Michigan NEWYORK: 443 Madison Ave DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg 
Hollywood 2151 


Cadillac 1880 Sutter 4353 


Four years, DePaul Acad- 
emy 

One year, DePaul University 

One year, hwestern 
University 

Twelve years, National 
Broadcasting Company 

Blue Network 


& (Chicago 
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MONTGOMERY WARD Retail Store 


619 W. Chleege Ave. Free Parking 


motion manager, Ceco Steel Products 


LUCKMAN HEAVES ONE—With better than average assistance from they 
Chicago Tribune makeup man, Sid Luckman heaves a 
the middle of the adjoining Seagram ad, Don Poor, advertisin 


iant football right into’ 
and sales pro- 
Corp., and Clarence Johnson, art direc. 


tor, Reincke-Ellis-Younggreen & Finn, have pointed out. 


portant as the fact that you de- 


gratified to see that ingenuity, 
stubbornness and teamwork (the 
greatest of the American quali- 
ties, regardless of what the social 
philosophers may say) is herein 
demonstrated. . . 
FE. C. May, 
Mente & Co., New Orleans. 

To the Editor: I have always 
admired and thoroughly enjoyed 
ADVERTISING AGE—and now after 
reading your letter describing 
your four emergency issues, I see 
why your publication is so fine. 

Every word of your three-page 
letter is fascinating and exciting 
. . . Congratulations, and more 
power to you! 

Leta M. Huey, 

Executive Secretary, Pacific 
Advertising Association, San 
Francisco. 


To the Editor: That was a very 
interesting story—and effectively 
told—about your strike achieve- 
ments. 
Eton Borron, 

President, Advertising Fed- 
eration of America, New 
York. 

To the Editor: I enjoyed read- 
ing your letter about your trials 


cided to lick it... I’m personally]... 


and tribulations during the strike 
You showed lots of courage 
as well as plenty of energy and 
ingenuity. 

ADVERTISING AGE is a Monday 
night must with me and when I 
settle down in my comfortable 
armchair after dinner it is the 
No. 1 must for that evening’s 
reading—even ahead of the Toledo 
Blade, which, incidentally, is a 
darn fine newspaper. 

Keep up the good work for our 
industry. Many of us appreciate 
what you are doing but forget to 
take the time to tell you so. 

H. D. Bissett, 

Advertising Manager, Electric 

Auto-Lite Company, Toledo. 


To the Editor: My husband and 
I have really been awed by the 
“strike” issues of ADVERTISING AGE. 
We worried right along with you 
—why, we almost clocked your 
labor pains! So, we thoroughly 
enjoyed your three-page letter 
telling the story behind the emer- 
gency. 

We're constant readers—does it 
seem odd to you? But you see, 
besides being a dancer, Arthur 
Murray is an ad man, too. 

It’s a nice thing to be—my 
father has been one for almost 
45 years. . 
I have ever written to an editor 


Main $667 


We are pleased to announce 


Albert J. Engelhardt, Jr. 


has returned from the Service 
and rejoined our Chicago Office 


THE BRANHAM COMPANY 
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to congratulate him and his staff. 
Sec—your three-page letter pulls 
returns. 

KATHRYN MurRRAY, 
‘rthur Murray School 
‘ancing, New York. 
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‘o the Editor: “Thanks a lot 
for listening,” sez you! 

‘ian, I wouldn’t have missed 
opportunity to listen. 

‘nd I’m sorry that the text of 
yo. letter couldn’t have appeared 
in ‘ull page space in leading news- 
papers throughout the country to 
show what happens to innocent 
bysianders. 


th 


L. E. SHEARs, 

Account Executive, Reincke- 

Ellis-Younggreen & Finn, Chi- 

cago. 

To the Editor: Your letter di- 
vulging the ingenuity of your staff 
in getting Out ADVERTISING AGE 
under such adverse circumstances 
certainly was interesting reading. 

Your whole organization is to 
be congratulated on the splendid 
job they did and we are very 
glad to have the opportunity of 
getting behind the scenes during 
this trying period. 

R. G. DEXTER, 

Advertising Department, Kel- 

logg Company, Battle Creek, 

Mich. 


To the Editor: Your letter about 
the strike is a saga of Ameri- 
canism at its best. 

As one advertiser whose sched- 
ule suffered but who marvels that 
you came through at all, I send 
you and all your organization my 
sincere congratulations. 

JOHN PEYTON DEWEY, 

John Payton Dewey, Adver- 

tising, Dallas. 


To the Editor: Your letter 
warmed me up just as much as 
though it had been written to me 
personally. I was with you boys, 
spiritually, all the way through 
your great fight—and I am in- 
tensely proud of the way you 
battled it through to victory. 

Those strike-bound issues are 
an inspiration to every advertis- 
ing man—to every American, in 
fact—as to what can be done with 
teamwork. You and your staff de- 
serve the credit of the entire ad- 
vertising profession for the splen- 
did manner in which you carried 
on during the strike. It is my 
sincere hope that you will soon 
pick up that $55,000 you dropped 
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besides, which certainly is your 
just due. 
D. O. COLLINs, 

Galen E. Broyles Company, 
Denver, Col. 
[Editor’s Note: The most amaz- 
ing thing about our letter to read- 
ers, explaining what happened to 
us during the recent printing 
strike, was that we have received 
over 100 answers, of which the 
above are typical, although our 
letter was a form letter, and made 
no request for a reply. We are 
deeply and sincerely grateful to 
all who took the trouble to write 
us. ] 

ern & 
A Winning Pair 
To the Editor: May I toss a 
few hurrahs at.you for the best 
pair of editorials AA has had in 
years, this Nov. 5 issue? 
I sure hope they indicate a 
serious realization on your part 
that the welfare of the advertis- 
ing industry is most especially 
bound up with freedom of enter- 
prise—and that freedom is not 
promoted by constriction, either 
of production or of information. 

Truly, these words from your 
editorial are words which mil- 
lions could profitably be spent to 
publicize: 

We Know or No Way sy 
WHuiIcH AN EcoNnoMy CAN PROSPER 
THROUGH SPREADING LESS AND LESS 
Work AMONG MoRE AND MORE 
PEOPLE. 

H. K. RANDALL, 
Chicago. 
SS =e 


Says Morrell Due Place 
Among 50-Year Brands 


To the Editor: In your publica- 
tion, Volume 2, No. 5, of October, 
1945, I have read with interest the 
item regarding the honor roll of 
50-year brand name advertisers 
sponsored by the Brand Names 
Research Foundation. 

This causes me to call to your 
attention the fact that John Mor- 
rell & Co. has some brands which 
have been in existence for over 50 
years: Namely, Three Pig brand 
for hams, bacon and lard dating 
back for 68 years; and Pride brand 
dating back 67 years (hams and 
bacon). 

If this is an item of interest to 
Brand Names Research Founda- 
tion, we would appreciate your 
forwarding the information or 
making such use of it as you see 
fit. 

In view of the fact that John 


during the strike, and much more 


Morrell & Co. is 118 years old and 


Why send us 


your Kodachromes? 


Because big-time users of color . . . Sunkist, TWA, Brown & 
Bigelow, Consolidated Steel, North American Aviation, to name a 
few ... have found that nowhere else can they obtain Kodachrome 


prints fine enough every time 
platemaking. 


to serve as artcopy for quality 


Art directors are amazed that such fine color artcopy can be fabri- 
cated from Kodachrome transparencies. 


For finest printing plates give your platemaker a Chromart Print, 
not a film transparency. And prints have so many other advantages: 
Chromarts can be dramatically displayed to your client; they show 
how the final press run will look; they can be retouched as desired, 
lettered across, pasted into final artwork and one set of plates made 


of the whole page. 


Chromarts range trom $44 to $100, depending on size. Write. 


846 N. Fairfax, Hollywood 46 


is the oldest meat packing firm 
now doing business in the United 
States, it occured to us that these 
brands of ours might be included 
with others mentioned. 

GEORGE A. MORRELL, 
Vice-President and Treasurer, 
John Morrell & Co., Ottumwa, 
Ta. 

a Fm 

Adjoining Columns 

To the Editor: How’s this for 
unhappy juxtaposition of an ad- 
vertisement and editorial mat- 
ter? 

ALBERT LYND, 
Boston, Mass. 

[Editor’s Note: The ad, in the 
Oct. 25 Boston Herald, promotes 
the merits of Old Monastery wines 
while in the adjoining columns 
Dr. Theodore Van Dellen tells all 
about the maladjustment of per- 
sonality seen in alcoholism cases.] 


“> le 
Reprints Housing Article 
To the Editor: The article, “Few 
Factory-Made Low-Cost Houses 
Seen for Post-War,” on Page 54 of 
ADVERTISING AGE for Sept. 17 


seems to us a sound and solid bit 
of inquiry. 

We would like permission to re- 
print, with credit, this article as 
an incidental part of our service. 
May we? 

BRADFORD WYCKOFF, 

Parish & Pickett, Miami, Fla. 


+ . 


Let the Orders Speak 

To the Editor: The lead edi- 
torial in your Oct. 29 issue strikes 
a responsive chord in me. I have 
long felt that most advertising 
men take themselves far _ too 
seriously, and the little conceits 
you mention bear this out. 

In the early days of advertising 
quite a few of the large agencies 
adopted the policy of selling their 
services by means of “big name” 
copywriters. “We can give you 
the services of Claude Hopkins 
or James Howard Keeler or Oliver 
Marble Gale or (blushingly) 
James Ashton Greig,” they would 
boast. But they were sorry for it 
afterwards. For those “big name” 
copywriters they built up soon 
demanded the big salaries, too. 
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That’s when “big name” copy- 
writers were dropped as an agency 


solicitation method. 


But the urge for some special 
type of recognition still remains 
with some agencies and some 
agency men, For our agency, we 
are quite content to let the orders 
speak for us, 

JAMES ASHTON GREIG, 

James A. Greig & Associates, 

Inc., Chicago. 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 


33 W. 42nd St. New York 18, N. Y 


) pre ape is a portable sound 
slidefilm projector that uses rec- 
ords and slidefilm to present your 
sales training message in attention- 
arresting pictures and spoken 
words. Scientific Illustravox train- 
ing assures complete enlightenment 
and the most detailed instruction. 


Quick, Efficient Training * Con- 
centrated attention of both eyes 
and ears means that trainees learn 
faster, more easily . . . remember 
longer. Accelerated war-time mili- 


% tary courses revealed 
i) that Illustravox - trained 
yy? 


men remembered up to 

25% longer than under 
Compact~ Although thoroughly 
easy t0 carry field-tested and proved 


former training methods. 
before the war by scores of leading 


Training Time Cut 


25% to 30% with 
ILLUSTRAVOX 


industrial concerns, Illustravox 
speed and efficiency was further 
proved when military training pro- 
grams were cut from as much as six 
months to as little as six weeks! 


Complete Coverage * In both 
introducing new products, and 
training, Illustravox saves vital 
man-hours. With Illustravox your 
story can be told everywhere at the 
same time. Over 75% of all sound 
slidefilm equipment now in use is 
Illustravox! 


THE ILLUSTRATED VOICE 


—The One Best Way For 
All Types Of Training 


Send for Booklet * You will find 
the Illustravox booklet, “The Illus- 
trated Voice” helpful in planning 
new training programs for all types 
of production and marketing jobs. 
Commercial film producers are ex- 
perienced in the writing and pro- 
duction of film and recordings. You 
will find them helpful in planning 
new campaigns for use with Illus- 
travox. The Magnavox Company, 
Illustravox Division, Dept. AA 
11-19, Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE M Le | | | Vox COMPANY * FT. WAYNE 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 
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War Selling”. This is the comprehensive, statewide audience promo- 
tion campaign which each day makes KSTP a better buy. And it was 
then we created ‘Planalyzed Promotion”, the exclusive KSTP “plus” 


merchand 
Sellevision can play an important part in your sales efforts in the vital 


Twin Cities Morket. We or our national representatives would welcome 


the opportunity to tell you more. 


GROWING UPRULL 


3 


THATS’ 


Poy, 


EXCLUSIVE NBC AFFILIATE FOR THE TWIN 


Seen 
ee re 


CLEAR CHANNEL 


WATTS — 


$ 


Our belief in the truth of this statement is unshakable. And our rec- 
ognition of it as a practical truth is what prompted the long-range plan 


We can’t remember who said “Momentum is only a gradual approach to a 
we call Sellevision—the snowball that’s growing uphill! 


dead stop”. But we have never forgotten what he said. 
When the current radio boom began, KSTP refused to coast. Instead, 


we went to work. It was then we conceived our "Pre-War Plan for Post- 


sinnn AMOS) 
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‘Seller's Market’ 
Seen for Exports; 


Research Needed 


Modern Methods 
of Merchandising 
Held Export Need 


New York, Nov. 14.—Tremen- 
dous &emand for American ex- 
ports throughout seven major 
areas of the world, ability to pay 
in large areas predicated upon 
sales to the United States, was 
described to the Export Adver- 
tising Association at a special din- 
ner meeting this week. 

The greatest seller’s market in 
history is said to exist in large 
areas, but purchasing power will 
depend upon the stability of the 
economy in those countries. Eu- 
rope, the Middle East and India 
are all in this “have-not’ cate- 
gory. 

On the other hand, countries 
with exportable raw materials and, 
or, a fairly self-sufficient economy 
are in a favorable position to do 
business, with the demand for 
American exports of heavy goods 
and consumers goods varying. 


‘Planned Exporting’ Stressed 


“Planned exporting,’ extensive 
utilization of market research, 
more active and more modern 
merchandising, and keying export 
advertising copy to the idiosyn- 
cracies of the country will all be 
stressed by various speakers. 

A war-torn Europe which needs 


tremendous quantities of Ameri- | 


can goods was pictured by Alex- 
ander Mitchell-Innes, of the Lon- 
don office of J. Walter Thompson 


Company. Realization of this arge 
potential market depends pop 
the amount of purchasing » we, 
these nations can develop  ‘thip 
their countries and upon the 
amount of sales to the U. S_ hy 
said. 

Use of all the technique. 4; 
measured marketing research ang 
advertising is necessary, Mr. \it- 
chell-Innes said, to plan ex ort. 
ing to meet the’ needs and re. 
sources of the European market 


Otto Stresses Opportunitics 


The need for more intelligen; 
merchandising and advertising jy 
Latin America was stressed by 
Robert H. Otto, vice-president o; 
Export Advertising Agency, Ney 
York, recently returned from 4 
14,000-mile trip through Latiy 
America. 

General business conditions he 
described as very favorable, with 
inflation creating a new class and 
a new market in Latin Americ; 
among those who had never had 
appreciable purchasing power be- 
fore. “The swing is definitely to 
the left,” he said in describing 
political conditions. “The people 
like it.” These political develop- 
ments have resulted in enaction 
of labor laws raising wages and 
resulting in a larger market for 
our exports, he said. ; 

Shortage of newsprint has 
brought recriminations from Latin 
American publishers, who feel 
that the U. S. should send more 
paper to them. Even though cir- 
culation figures are inflated in 
some cases, he said, the media are 
still valuable in reaching markets 
with American advertising. Radio 
was described as in need of tal- 
ent for greater effectiveness. 


Australia Tests Autos 


Cut off from the rest of the 
world in 1941 because of wartime 
conditions, Australia has _ shifted 
from a raw maierials produce: 


THE NASHVILLE 


TENNESSEAN 


announces . 


New Roto Rates 


Bulk 7 13 26 52 
Unit of Space Open Times Times Times Times 
50 lines minimum to 84 lines...59%c 52c 50c 48c 45c 
85 lines to 170 lines.. 58e 50c 4&c 45c 48c 
*5 page ‘ 57 4S 45e¢ 43c 40c 
% page .56¢ 45 3c 40c 38 
5 DEBS cicccravss 55« ise 10<« 38c 36c 
ya. ae ee ee eer ere | 38c s6¢ 34c 1c 
30,000 lines, bulk space contract 35c 
FULL COLOR—$125 extra per unit. 
Advertiser to furnish fully retouched positives. 


DUOTONE OR SPOT COLOR—$60 extra per unit. 


Minimum color unit % page. 
Extra charge for color is at cost; 


ject to frequency discount. 


is commissionable but not sub- 


Where one advertiser runs schedule of varying sizes total number 
of insertions determines frequency bracket. 


COPY SIZES 


50 li., 1 or 2 columns 125 li, 1, 2 or 3 columns 
75 li., 1, 2 or 3 columns 150 li., 1, 2 or 3 columns 
100 li., 1 to 5 columns 170 li, 1 to 56 columns 
Depth specified must apply to each column crossed. 


The Nashville Tennessean Magazine ran 171,977 lines of 
roto advertising in four months from July 1 (first issue) 


through October. 


Place your order for advertising in the Nashville Tennessean 
Magazine early to assure accommodation. Space reservations, 


six (6) months in advance. 


Fig CE te ae © 


EVENING 


Represented 


5 ie ee eae aa a ae a 


Nashville Banner ‘The Nashville Tennessean 


MORNING SUNDAY 


NEWSPAPER PRINTING CORPORATION. ACENT 
by The Branham Company 
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Ad 


1e development of its own in- 


tov . 
qustvies, Lloyd Clarke, Australian 
Gov ernment Information Bureau, 
New York, said. 


He cited the development of air- 
automobile, electrical goods, 


cral R ’ 
le, washing machine and op- 


text 

Heal lens industries. The govern- 
ment policy of not encroaching 
ypo) private enterprise has re- 
sulted in the institution by Gen- 
eral Motors, Ford, and two Aus- 
train and one English company 
of production of Australian-made 
cars. Should the experiment prove 
successful, Australian exports will 
compete in the Far Eastern mar- 
ket, Mr. Clarke declared. 


H. M. Moolman, director of the 
South African Government In- 
formation Service in this country, 
told the dinner meeting that South 
Africa is in an exceptionally fav- 
orable position to import Ameri- | 
can machinery, automobiles, elec- | 
trical equipment and luxury goods, 
exporting skins, strategic metals 
and minerals, diamonds, etc. 

He described the nation as a 
market of 2,250,000 bi-lingual 
whites and stressed the need for 
advertising in both English and 
Afrikaanse. The native population 
numbers approximately 8,000,000, 
but Mr. Moolman did not describe 
their market potential. 


Huge Indian Market Seen 


Indian industrialists’ ‘Bombay 
Plan” for the economic develop- 
ment of India will, said Adrienne 
Moore, formerly with King Fea- 
tures in India, develop the Indian 
market to include most of India’s | 
400,000,000. population. The aver- 
age income now is about $20 a 
year, Miss Moore said, but if In-| 
dia can free itself from the sterling | 
bloc it will have $5 billion of cap- 
ital to develop its markets. 

Miss Moore described the need | 
for advertising copy adjusted to 
native customs, pointing out that | 
use of animals and “excessive sex 
appeal” in advertising may step 
on many toes, whereas themes of 
wealth, religion, birds and snakes 
would elicit favorable responses. 

Sweden is “a small, quality mar- 
ket,’ Frans Lohse, president of 
the Swedish Advertising Agencies 
Association, said. Its economic 
and commercial position is very 
favorable, and the absence of pro- 
hibitive duties favors American 
exporters. 


Mentions Swedish-made Products 


Mr. Otto described the large 
numbers of Swedish-made prod- 


ase Angeles 


FOR WESTERN 
DISTRIBUTION 


Just fly us the copy, layouts, mats 
or plates. Save time and money 
by having newspaper circulars, 
advertising material, publica- 
tions, western editions produced 
in the West on modern, fast ro- 
tary presses . . . black, color or 
process colors on newsprint. 
Write for samples and prices. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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ucts he encountered on his South 
American trip, most of which re- 
placed American products unavail- 
able because of the war. 
William Howland, Time reporter 
in the Far East, described condi- 
tions in Hong Kong and reported 
that Burma, “pleased with do- 
minion status,” is in need of trans- 
port and equipment. In Siam, he 
said, the Prime Minister had told 
him, “‘We are very anxious to do 
business with the United States,” 
and urged that “America wake up. 
Why let the British get the jump 


on us?” 

Refineries in Batavia will be 
}open in a few months, Mr. How- 
{land said. 

Henry Webel, manager of the 
export division, G. M. Basford 
Company, New York, presided 
over the meeting and the round- 
table discussion which followed. 


Appoints D-F-S 

Daniel Green Company, Colge- 
ville, N. Y., slippers, has appointed 
Dancer - Fitzgerald - Sample, New 
York. 


Schoenfeld Transferred 


Merritt R. Schoenfeld, assistant 


general manager, central division, 
American Broadcasting Company, 
has been transferred to the net- 
work’s New York office to handle 
a special sales assignment. 


Increases Advertising 
Double-Cola Company, Chatta- 
nooga, Tenn., has increased its 
schedule of national advertising, 
including newspapers, outdoor 
and radio. Nelson Chesman Com- 
pany, Chattanooga, is the agency. 
Plans for expansion during the 
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next two years include a number 
of new bottling plants in southern 
and southeastern states and the 
erection of a modern factory on 
the South Broad St. property 
which the company now owns. 


S S$ Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 


On the opening 


can League Champ 


On the opening 


rendered by any American newspaper during the year 2 
1944.” Pulitzer Medal Award to The Detroit Free Press. | — 


*LYALL SMITH 
Sports Editor 


LYALL SMITH, Free 
Press Sports Editor, 
hit the world series 


jackpot as a forecaster. 


day of the 1945 baseball 


season, he predicted in his column, “As Of 
Today”, that the Tigers would win the Ameri- 


ionship, and play either 


the Cubs or the Cardinals in the World Series. 


day of the World Series 


in Detroit, he predicted in his column that 


the Tigers would win the World’s Champion- 


Che Detroit Free Press 


> JOHN S. KNIGHT, PUBLISHER 


ee 


ship, and that the Series would go the full 


limit of seven games. 


Lyall Smith was right. 


You might elect to 


call this omniscient 


analysis of sport, or just good luck. What it 


does demonstrate is the fact that Smith knows 


his job. That is an outstanding characteristic 


of his handling of Free Press Sport Pages to 


win fan approval and his direction of that bril- 


liant galaxy of star writers who aid him in inter- 


preting sport in all of its phases to the best 


and the most critical sports town in America. 


"A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 
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Pepperell Designs be identified with Pepperell adver- 
New Packaging tising. This has been accomplished 


New package design and con- | by making each Pepperell brand 


struction for easy handling and|name exclusive in itself, but 
shipping has been applied by Pep- | united under the general brand of 
perell Mfg. Company, Boston,| Pepperell. In addition, percale 
Mass., to its domestic sheets. and muslin packages show closer 


In designing the new packaging | relationship but each is easily dis- 


units, special attention has been | tinguished from the other. 
devoted to means by which the 


various brands of sheets can be | Opens N.Y. Sales Office 
recognized by the consumer, and The first of 14 district sales 


offices to be established across the 


country in preparation for na- 


SIGNS OF LONG LIFE* tional distribution of its new home 


appliances has been opened in 
FOR QUANTITY BUYERS | New York by General Mills, Inc., 
THE KRAFT* SIGN Ce. renee age S on le — ro 
recently ischarge rom e 

Se ties baa || Navy as lieutenant commander, 
The World's Largest Monutecturers of | | heads the New York office, in the 
All Types of Signs Empire State building. Shipments 

Pn Pd to retailers are to start next April. 


Specialty Shops on New Orleans’ 
ill ” Canal Street know it... 


“more ; 


omexre 


Slee. 


em 


Stores on Thibodaux’s 
Main Street know it 


Folks turn first to - 


_.NEW ORLEANS 


PARTMENT OF LOYOLA UNIVER 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 
Represented Nationally by The Katz Agency, Inc. 


Advertising Age, November 19, . 45 
under first class mailing permit; fat salvage drives, and 11,005 
GMA Polls 30,000 to Flanley & Woodward, counsel ote ae from the . 
‘ # to GMA on the labeling program, | ©©°rTet Service. 
Women ‘Leaders 551 Fifth Ave., New York, with nad oe 
their checked answers to and com- uredau lIvioves 
on F ood Labels ments on 22 questions about labels,| The Pacific Coast division th 
New York, Nov. 15.—Thirty@uick-frozen foods and other new| Bureau of Advertising, Ame ican 
theusand women “Jeaders”—edu- tYPes of grocery products, brand mag Sa ee ASSOCi tion 
cators, dietitians, doctors, lawyers,Preterences, etc. SF STORED, BE0 MOVES to larger 
club members and women pt Three pages. of the booklet | Offices = Montgomery S'. to 
‘os. Stak. ce “Sian groups—are Westionnaire provide space for a| 2cCcommodate expanded acti, itie; 


es «“ : _| Major Stedman Chandler, fo;. 
receiving from Grocery Manufac- 5°" - gen - Soa heey Berton merly with the office and ves 
turers of America a “Market Bas- oduct, n: 


; . hi 
teat + 99 t of GMA’s d the woman is asked to state briefly acne ie Pig = yeas ag n 1 
et Quiz,” as part o $ Ce-what she likes and does not like|in an executive capacity, Charles 
scriptive labeling progres. about the label. P. Hirth, recently released trop, 
oe anes we can’t run ~ dquestelgciasensnte the Navy and formerly wit!) the 

e country asking 65,000,000; “11: research department of the Uniteg 
women with market baskets whatDiamond Donates Billion States Savings & Loan Leagye 
they think about labels on groceryMatch Books to War Ads | Chicago, has joined the staff. 
products,” wrote Paul S. Willis, Di d Match ee ee : 
GMA president, in the introduc- york trom Jan’ 1, 194o Sep | Opens Los Angeles Oifice 
tion, the 30,000 are being invited30, 1945, donated advertising space| W. Hubbard Keenan, Wes 
“to help steer and guide one ofon 1,796,396,450 books of matches} Coast representative of Open Roa 
the biggest industries in the coun- ja campaigns and other war reese | agg omens a has 
try’—to state frankly what they drives. announce e opening of a new 
Ad Ny me : 4 y The company reports it printed| Los Angeles office, under the 
like and don’t like about labels, ae , 
and what chan they would and distributed 970,000,000 match} firm name of Keenan and Eickel. 

oe y book covers urging purchase of| berg, at 411 W. Fifth St. The 

suggest. war bonds, 590,000,000 bearing V|company publishes Outdoor; 

The women are asked to return for Victory messages, and 232,-|Open Road for Boys, and Chili 
the self-mailing question booklet 000,000 backing the tin, paper and | Life. 
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Tremendous Demand for Farm Machinery Assures J: 
Continued Prosperity for MOLINE-ROCK ISLAND § 
Rock Island-Moline’s giant farm machinery concerns, employing more than I 


11,000 workers, hold the key to this market’s prosperity. And farm machin- 
ery production in Moline-Rock Island is destined to reach an all-time high 
during the coming months and years. The U. S. Department of Commerce 


_—- ot Ge at ob O82 tnd 


estimates that postwar output of farm machinery will be double that of 
the best prewar years ... another way of saying that Rock Island-Moline 
will enjoy steady growth and solid prosperity . . . the kind of market that 
will pay extra dividends to smart advertisers. 


Over 100,000 Population . . . The Major Portion of the TRI-CITIES 


Moline-Rock Island is the major portion of the Tri-Cities, contributing 
nearly 60% of Tri-Cities’ population and employing over 80% of Tri-Cities’ 
industrial workers. 


The entire Rock Island-Moline area is covered by the Argus-Dispatch news- 
papers .. . over 45,000 combined circulation without duplication. 


MOLINE (qd ROCK ISLAND 
DISPATCH@H” — ~ ARGUS os 


_ NATIONAL REPRESENTATIVES | ‘THE ALLEN KLAPP COMPAN 
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S'eel Institute's 
F rst Ad Fights 


V age Increases 


~ew York, Nov. 15.—To tell 
“wy the steel industry cannot 
pay increased wages now,” the 
Ancrican Iron & Steel Institute 
this week ran its first general ad- 


ver ising, in page space and 
sm ler units, in more than 600 


ne insertion was “industry 
wri ten” and placed through Bat- 
ten. Barton, Durstine & Osborn. 
An institute executive said that 
thee may be more insertions, but 
a ‘BDO executive believed that 
the program was limited to one 
ins rtion. BBDO is agency for 
United States Steel Corporation. 

A year ago the institute re- 
tained Newell-Emmett Company 
on a fee basis to explore the pos- 
sibilities of a continuing adver- 
tising campaign, but this project, 
AA was told, is now “almost 
dead.” 

Reasons cited against pay in- 
creases include: “Steel prices 
were frozen by OPA at prewar 
levels. Costs have soared. Many 
steel products now sell at a loss.” 
Toe institute emphasized that 
“yntil OPA authorizes fair prices, 
nothing can be settled through 
collective bargaining.” 

Company members of the in- 
stitute are said to employ 95% 
of the workers in the steel in- 
dustry. 


CBS Realigns Personnel 
of Radio Sales Unit 


J. L. Van Volkenburg, assistant 
to CBS Vice-President Leslie H. 
Atlass, in charge of the network’s 
western division office in Chicago, 
has been named general sales 
manager of CBS Radio Sales, New 
York. Replacing him is Frank B. 
general manager of 
KMOX, CBS operated station in 
St. Louis. Wendell B. Campbell, 
sales manager and assistant gen- 
eral manager of KMOX, becomes 
general manager of the station. 

David Sutton, former account 
executive in Radio Sales, New 
York, will replace Mr. Campbell. 
Two other CBS. sales changes 
place Herbert A. Carlborg, assist- 
ant eastern sales manager, as east- 
ern sales manager of Radio Sales, 
and Wilbur Edwards, account ex- 
ecutive in the same division in 
New York, as western sales man- 
ager in Chicago. 


Larkwood Hose to Mack 


Chadbourn Hosiery Mills, Char- 
lotte, N. C., has appointed Nor- 
man A. Mack & Co., New York, 
to handle advertising of Lark- 
wood hosiery. Fashion magazines, 
general consumer magazines, 
newspapers and business papers 
will be used. 


CHICAGO 


OTO-ENGRAVERS 


—« 


> ew ee 


Butler to American Sales 
Charles Butler, who began his 
radio career as an engineer in 1924 
and who became a program direc- 
tor in 1944, has switched to sales, 
having joined the spot sales staff 
of the American Broadcasting 
Company’s central division. 


Gets Resin Account 


Advertising of France Camp- 
bell & Darling, Kenilworth, N. J., 
synthetic resins, has been placed 
with R. T. O’Connell Company, 
New York. 


Starts Candy Campaign 


M & M Ltd., Newark, N. J., is 
launching a limited campaign 
through Biow Company, New 
York, in car cards, outdoor posters 
and spot radio east of the Missis- 
sippi, to promote candy-coated 
chocolates. 


To Grey as Time Buyer 


Harriet M. BeLille, formerly 
time buyer with Compton Adver- 
tising, New York, has joined Grey 
Advertising Agency, New York, 
in a similar position. 


Heads Research at Y&R 


W. H. Poole, former professor 
of economics at the University of 
Manitoba, has been appointed head 
of the research department of 
Young & Rubicam Ltd., Toronto. 


Francis Named A.M. 


Silver Burdett Company, New 
York textbook publisher, has ap- 
pointed Richard W. Francis, its 
representative in four western 
states, to the newly-created post 
of director of advertising and 
publicity. 
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‘Redbook’ Transfers Weed 


R. Merlin Weed, with the Chi- 
cago advertising sales staff of 
Redbook for the past year, has 
been appointed Detroit manager. 


The Atlantic -for IDEAS 


THE ATLANTIC MONTHLY 
8 Arlington Street, Boston 16, Mass. 


© 1945, The Atlantic Monthly Company 


SUBSTITUTE FOR 
MARKET- WIDE 


CIRCULATION 
AND INFLUENCE 


ll 
THERE 1S,NO 


HE ALWAYS POINTS 70 
THAT SIGN- THEN HE TALKS 
ABOUT THE COVERAGE OF 


THE OREGONIAN ! 


@ You can extol your space-buying genius in the big 


Oregon market, without fear of contradiction, when 


you use The Oregonian. Here is a newspaper that still 


sets the pattern for market-wide circulation and influ- 


ence—a pattern that’s most important now that there’s 


selling to be done. In this market you can induce 


“If you aren't in The Oregonian, 


1,500,000 people to reach for your product or ask 


for your service—through ove medium, The Oregonian: 


And you'll be doing a thorough job, not only reach- 


ing the homes in thriving Portland, but those — 


of the whole rich Oregon market area. 


TheOr 


| 


regonian 


PORTLAND, OREGON 


you aren't in the Ore gon market.” 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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BNRF’s 50-Year List 


Grows to 300 Brands 


Wedgewood, 1759, 
Now Cited as 'Oldest,' 


Replacing Spode 


New York, Nov. 14.—Brand 
Names Research Foundation now 
lists 300 brands which it has defi- 
nitely determined to be 50 or 
more years old, as compared with 
206 definitely listed a month ago 
(AA, Oct. 15). 

Certificates honoring the com- 
panies owning these older brands 
are being awarded by the founda- 
tion at a series of meetings in 
various large cities. 

Spode chinaware, introduced in 
1770, listed earlier as the “oldest,” 
has been replaced by Wedgewood 
chinaware, 1759. Next oldest in 
the current group is Encyclopaedia 
Britannica, 1768, and then Spode. 
Both Wedgewood and the Britan- 
nica originally were English, but 
now are produced in this coun- 
try. 


Baker’s Chocolate Among Earliest 


After Spode comes Baker’s Pre- 
mium No. 1 chocolate, 1780, a 
product of the Walter Baker di- 
vision of General Foods, and In- 
surance Company of North Amer- 
ica, 1792. 

With the start of the 19th cen- 
tury the list grows larger. Others 
which have passed the century- 
mark are Mallory hats, 1817; 
Dixon’s graphites, paints, pencils, 
etc., 1827; Fairbanks-Morse scales, 
1830; McCormick farm  imple- 


ments 1831; John Deere farm 
equipment, 1837; Knox hats, 1838; 
Williams toiletries, Disston saws 
and Ballantine beer, 1840; Whit- 
man’s candy, 1842; Hecker’s Su- 
perlative flour, 1843; Miller elec- 
trical equipment, 1844. 


Reach Century Mark 


Marking their centennial this 
year are Burnett’s vanilla, Bruns- 
wick-Balke-Collender billiard and 
bowling equipment, and Wads- 
worth-Howland paints, controlled 
by Devoe & Raynolds. 

Chronologically the other brands 
on the present BNRF list are: 


1846 
Heéckers’ Cream Farina—The Best 
Foods, Inc., New York 


Ivins crackers—J. S. 
Inc., Philadelphia. 
1847 
Henderson’s Tested seeds—Peter 
Henderson & Co., New York. 


Ivins’ Son, 


1847 Rogers Bros. silverware— 
International Silver Company, Meri- 
den, Conn. ‘ 

Penn Mutual Life Insurance— 
Penn Mutual Life Insurance Com- 
pany, Philadetphia. 

Pierce paints and varnishes—F. 


O. Pierce Company, Long Island City. 
Massey-Harris farm implements— 
Massey-Harris Company, Toronto. 
Smith Bros. medicine—Smith Bros., 
Inc., Poughkeepsie, N. Y. 
84 


1848 
Skinner’s textiles—Wm. Skinner & 


Sons, New York. 
1850 
Thatcher -heating equipment— 
Thatcher nee Company, Gar- 
wood, N. 
Utica ocadina—Utica & Mohawk 
Cotton Mills, Ine., Utica, N. Y. 
Camargo window shade cloth— 
Chas. W. Breneman Company, Cin- 
cinnati. 
1851 
Blatz beer—Blatz Brewing Com- 
pany, Milwaukee. 
1852 
Devoe & Raynolds paints, ete.— 
Devoe & Raynolds Company, New 
York. 


WORCESTER'S OWN 
SUNDAY TELEGRAM 
FEATURE PARADE 
SSECTION... 


Feature Parade, magazine section of the Worcester Sunday 
Telegram, is a publication “of the people, by the 

people and for the people” of Worcester, and the 
Central New England Market. 


Sounds like an advertiser's paradise! And it is — replete 
with the sort of material which local people eagerly 

seek and read with pride — subjects with human interest close 
to the heart of every citizen. No wonder Feature Parade 


| 


Otis elevators—Otis Elevator Com- 
|}pany, New York. 

Studebaker vehicles — Studebaker 
| Corporation, South Bend, Ind. 


1854 

Stein Bloch men’s clothing—Fash- 
ion Park, Ime., Rochester, N. Y. 

Smith & Wesson guns—Smith & 
Wesson, Inc., Springfield, Mass. 
Dumphy boats—Dumphy Boat Cor- 
poration, Oshkosh, Wis. 

Ritter foods—F. J. Ritter Com- 
pany, Bridgeton, N. J. 

Booth food—Booth Fisheries Cor- 
poration, Chicago. 


1855 
Wieland’s beer—Pacific Brewing 
& Malting Company, San Jose, Cal. 
Oliver farm SSPOERE <r Veer 
Corporation, Chicag 
Babbitt’s lye—B. 7. Babbitt, 


Inc., 


Advertising Age, November 19, | 


New York. 
1856 
Rand McNally’ maps—Rand Mc- 
Nally & Co., Chicago. 


Fruit of the Loom textiles—Fruit 
of the Loom, Inc., Providence, R. I. 

Durkeée’s Famous dressing—Dur- 
kee Famous Foods, Cleveland. 


1857 
Waterbury clocks—United States 
Time Corporation, Waterbury, Conn. 
Robert Burns cigars — General 
Cigar Company, New York. 
Gail Borden’s Eagle brand milk— 
Borden Company, New York. 
Harris farm implements—Massey- 
Harris Co., Toronto. 
1858 
Esterbrook pens—Esterbrook Steel 
Pen Mfg. Company, Camden, ‘ 
Crofut and Knapp hats—Hat Cor- 


poration of America, New Yor} 
1859 


Rumford baking powder—Rr 


—? Chemical Works, Rum 
: eS 

1860 
Schmidt’s beer—C. Schmidt 
Sons, Inec., Philadelphia. 
Hensler beer—Joseph Hen 


Brewing Company, Newark. 
1861 


Van Camp’s’ food—Stokely- 
Camp, Ine., Indianapolis. 


1862 
Franklin food—Franklin = §S) 
Refining Company, New York. 


1864 
Berg hats—Hat 
America, New York. 


Corporation 


Chase & Sanborn food—Stan: . 


Brands, Inc., New York 


Design by Victorine duPont Homsey 


and Samuel Homsey, Hockessin, 


ware—for Better Homes & Gardens 
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holds the attention of 90,000 each Sunday and that 


readers recognize it as “Worcester’s Own”. 


| 
Can you think | 


of a better medium to keep people talking about and 


buying your product? 


in the Worcester area, Feature Parade is truly a 


“natural”, 


with a selling influence second only to a salesman. 
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or 19, 15945 Advertising Age, November 19, 1945 
w Yor} ‘fashion Park men’s clothing— Royal foods—Standard Brands, 
fashion Park, Inc., Rochester. Inec., New York. 
rder—R .m. ‘icholson tools—Nicholson File Winchester guns—Winchester Re- 
Rum! rq company, Providence. peating Arms Company, New Haven, 
' ‘orth Star bedding—North Star | Conn. 
w olen Mill Company, Minneapolis. Dr. Lyon’s toothpowder—Sterling 
ichmidt & rmstrong cork stoppers—Arm- | Drug, Inc., New York. 
strong Cork Company, Lancaster, Pa. Curtis woodwork —Curtis Com- 
Hens'!er 1865 panies, Inc., Clinton, Ia. _ 
k, etson hats—John B. Stetson Cashmere Bouquet toilet soap— 
“ pany, Philadelphia. Colgate - Palmolive - Peet Company, 
tokely-. an ““*imball pianos and organs—wW. | Jersey City, N. J. 


w. Kimball Company, Chicago. 

[rin Cream ale—Beverwyck Brew- 
lin Susar erics, Ine. Albany, N. Y. 
vork. inlap hats—Hat Corporation of 


1867 
Atmore’s Celebrated foods—aAt- 
more & Son, Inc., Philadelphia. 


Fairbanks-Morse-Eclipse wind- 


Watch Company, Elgin, Ill. 
1868 


Tabasco— MclIlhenny Company, 
Avery Island, La. 


1869 

Cosmolubric lubricating oil—E. F. 
Houghton & Co., Philadelphia. 

Campbell’s foods—Campbell Soup 
Company, Camden, N. J. 

Bixby Jet Oil and shoe polish— 
The Best Foods, Inc., New York. 

Manhattan men’s clothing—Man- 
hattan Shirt Company, New York. 

Heinz food products—H. J. Heinz 
Company, Pittsburgh. 


Smith Company, Westfield, Mass. 

Minnesota paints, varnishes—Min- 
nesota Linseed Oil Paint Company, 
Minneapolis. 

Planet Jr. agricultural implements 
—S. L. Allen & Co., Philadelphia. 

Pullman railway cars — Pullman- 
Standard Mfg. Company, Chicago. 

The Royal Tailors men’s clothing 
—Royal Tailors, Inc., Chicago. 

Sherwin-Williams paints, var- 
nishes—Sherwin-Williams Company, 
Cleveland. 

Strook Fine Fabrics—S. Strook & 
Co., New York. 

Vantines incense—A. A. Vantine 


J 1870 
America, New York. mills—Fairbanks, Morse & Co., Chi- H-O Oats, cereal—The Best Foods, | Products Corporation, New York. 
Oration of 1866 cago. Inc., New York. Woodbury toiletries—A ndrew 
William Rogers & Sons silver— S. S. S. Tonic—The S. S. S. Com- McCall dress patterns —McCall|Jergens Company, Cincinnati. 
—Stanidarg ntcrnational Silver Company, Meri- | pany, Atlanta Corporation, New York. Y & S candy—National Licorice 
den, Conn, Elgin watches—Elgin National Mills boilers, cast-iron—The H. B.| Company, Brooklyn. 


stream of new, practical ideas. 


| And now is the time to cash in. 


{nd we're showing eight model homes by eight of the 


country’s top-flight architects in 
the department stores. The object 
is to erystallize volume trends in 
home building for buying action. 
The keynote is to show how to get 
more living space out of house and 
lot (and that means more things to 
live with—more sales for somebody ). 


During depression and war years, when millions of people 


their homes, Better Homes & Gardens gave them a steady 


So we've gone a step beyond our strictly editorial job. 


We've opened Home Planning Centers in department 


laundries, upkeep, budgeting, new ways to use space better 
—on everything that will help them plan or remodel their 
home. The object is to help channel home planning and the 


buying of furnishings the Better Homes & Gardens’ way. 


'@ could do no more than store up ideas of what they'd like in 


And what’s all this to you? 


Better Homes & Gardens Magazine 
puts on a home show 
—and whats it to you? 


It’s proof of the kind of editorial job BH&G does for its 


advertisers. We've helped create these idea trends: now 


we ll help turn them into buying trends. 


And this thorough kind of job goes not only for houses and 


stores, where people can get information on kitchens, 


and child care as well. 


decoration and furnishings and appliances—but for food 


Better Homes & Gardens’ complete job is to help people 
live better in their homes. The biggest home-building and 
home making boom in history is about to break. Does that 


give you a fresh slant on the entirely new importance to 


you of Better Homes & Gardens as the highway into the 


tremendous home market it has helped to shape? 


burs 
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Acme—Senn Products Corporation, 
Brooklyn. 
871 


1 

Hansen gloves, clothing—Hansen 
Glove Corporation, Milwaukee, Wis. 

Moline-Monitor grain drills—Min- 
neapolis-Moline Power Implement 
Company, Minneapolis. 

Syracuse China tablewear—Onon- 
daga Pottery Company, Syracuse, 
N. Y. 

1872 

Fish Brand clothing, waterproofs 
—A. J. Tower Company, Boston. 

Chas. H. Phillips milk of magnesia 


—Sterling Drug, Inc., New York. 
1873 
Hydro-Carbonated Bone Black 


heat treating metals—E, F. Hough- 
ton & Co., Philadelphia. 

Old North State cigarettes, to- 
bacco—Brown & Williamson Tobac- 
co Corporation, Louisville. 

Colgate dental cream, powder— 
Colgate-Palmolive-Peet Company, 
Jersey City, N. J. 

Carey building materials—Philip 
Carey Mfg. Co., anaes. 

187 


4 
Pillsbury’s Best flour—Pillsbury 
Mills, Inc., Minneapolis. 
Remington office equipment—Rem- 


ington Rand, Inc., New York. 
Warner’s underwear — Warner 

— Company, Bridgeport, 
onn, 


Deering farm machinery—Interna- 
tional Harvester Company, Chicago. 


187? 
Royal Brand paints—The Glidden 
Company, Cleveland. 
Star razors and blades—American 
Safety Razor Comparten, Brooklyn. 
1 


Spalding sporting goods—A. G. 
Spalding Bros., Inc., New York. 


mis, 


Writers Make 
READERSHIP 
And Readers Make 
SALES— 

Then LOOK 

At This List! 


* George E. Sokolsky 
* Walter Winchell 
* Westbrook Pegler 
* George Dixson 

*% Paul Mallon 

* George R. Brown 
* Benjamin De Casseres 
* Elsie Robinson 

*& Mary Haworth 

* Arthur ‘Bugs’ Baer 
* E. V. Durling 

* Bob Hope 

* Henry Mc Lemore 
* Caswell Adams 

* Bob Considine 

* Whitney Martin 


NEWS and PHOTO SERVICE 


Full Wire—International 
Service 

Full Leased Wire—Associated Press 

Special A.P. Sports Wire 

International News Photo—Sound 
Photo 

Associated Press Picture Service 

International News Photo Service 

The Capital District's Greatest 
Photographic Staff 


News 


The Times-Union is read by 
over 47,000 families each 
morning, and over 96,000 
families each Sunday. 


Hines Union 


DAILY and SUNDAY 
| A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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White sewing machines—White 
powing Machine Corporation, Cleve- 
and. 

Hires beverages—Charles E. Hires 
Company, Philadelphia. 

Hyde Park True Lager beer—Hyde 
pare Breweries Association, St. 

uis. 

Fleischmann’s food— Standard 
Brands, Inc., New York. 

Kuppenheimer clothes—B. Kup- 
penheimer & Co., Chicago. 

C. C. Parsons household ammonia 
oh ae Ammonia Company, New 
ork. 

W. L. Douglas shoes—W. L. Doug- 
les Shoe Company, Brockton, Mass 

Burpee’s seeds—W. Atlee Burpee 
Company, Philadelphia. 

Swans Down food — Iglieheart 
Brothers, Inc., Evansville, Ind. 

Bonney tools—Bonney Forge & 
Tool Works, Allentown, Pa. 

600W lubricating oil—Socony-Vac- 
uum Oil Company, New York. 


pany £0. 

Fairbanks, Morse Sheffield veloci- 
des and hand cars—Fairbanks, 
orse & Co., Chicago. 

Columbia bicycles—Westfield Mfg. 

Co., Westfield, Mass. 

Challenge pumps—Goulds Pumps, 

Inc., Seneca Falls, N. Y. 

Armour Star food products—<Ar- 
mour & Co., Chicago. 
1878 
Boston arters — George 

Company, Shirley, Mass. 
Beverwyck famous beer—Bever- 

wyck Breweries, Inc., Aibany. 
Lion Brand yarns—Lion Brand 


Frost 


Yarn Company, New York. 

Chas, H. Fletcher Castoria—Ster- 
ling Drug, Inc., New York. 

Bates house furnishings — Bates 
Mfg. Co., ee. Me. 


1 
Royal Patent food—Russell-Miller 
Milling Company, Minneapolis. 
Yeast Foam—Northwestern Yeast 
Company, Chicago. 
Wheatena cereal—Wheatena Cor- 
poration, Rahway, N. J. 
Peterborough boats—Peterborough 
Canoe Company, Peterborough, Can. 
Mail Pouch tobacco—Block Bros. 
Tobacco Company, Wheeling, W. Va. 
Ivory toiletries—Procter & Gamble 
Co., Cincinnati. 
H & E food—American Sugar Re- 
fining Company, A York. 
1 


Higgins American drawing ink— 
Higgins Ink Company, Brooklyn. 

Hudson lye—B. T. Babbitt, Inc., 
New York. 

Kayser clothing—Julius Kayser & 
Co., New York. 

Schlitz beer—Jos. Schlitz Brewing 
Company, Milwaukee. 

Mohawk bedding—Utica & Mo- 
hawk Cotton Mills, Inc., Utica. 

Paas Easter a dyes—Paas Dye 
Company, Newark. 

1881 

Quick Meal stoves — American 
Stove Company, St. Louis. 

Roper clothing—Roper Knitting 
Co., Canandaigua, N. Y. 

Lightning woodworking machin- 
ery—J. A. Fay & Egan Company, 
Cincinnati. 

SWP paints — Sherwin-Williams 
Company, Cleveland. 

Tappan household goods—Tappan 
Stove Company, Mansfield, O. 


Warner & Swasey tools—Warner 
& Swasey Company, Cleveland. 

Wilson Brothers men’s furnishings 
—Wlison Brothers, Chicago. 

Hall’s Star lye—B. T. Babbitt, Inc., 


New York. 
Congress playing cards—United 
Spates Staring ard Company, Cin- 


Cosmoline rust preventive—E. F. 
Houghton & Co., Philadelphia. 

Champion lye—Champion Chemical 
Works, Inc., New York. 


1882 

Occident food—Russell-Miller Mill- 

ing Company, Minneapolis. 
onard household goods—Leon- 

ard division, Nash-Kelvinator Cor- 
poration, Detroit. 

Globe office equipment —Globe- 
Wernicke Company, Norwood, O. 


1883 

Red Seal Lye and chlorinated lime 
—B. T. Babbitt, Inc., New York. 

Mrs. Stewart's Bluing — Luther 
Ford & Co., Minneapolis. 

Vitalis toiletries — Bristol-Myers 
Company, New York. 

Magic yeast—Northwestern Yeast 
Company, Chicago. 

Horlick’s food—Horlick’s Malted 
Milk Corporation, Racine, Wis. 

Banner lye—B. T. Babbitt, Inc., 
New York. 


1884 

McCallum underwear — Propper- 
Becetium Hosiery Company, ew 

ork. 

Iron City beer—Pittsburgh Brew- 
m“, Company, Pittsburgh. 

ational office machines—National 

Cash Register Company, Dayton. 

‘nal eigarets, tobacco—Brown & 
ae Tobacco Corp., Louis- 
ville. 


BOSTON fas 


Fac?s TO FACE... 


(NOT FOOL WITH ) 


Truth to TELL... 


(NOT TRIFLE WITH ) 


Here they are, Gentlemen . . . the plain unadul- 


terated latest published Audit Bureau of Circulation 


figures on Boston newspapers! Look ‘em over... 


we think you will agree that for mass sales in this 


mass market your first paper is the Record-American! 


RECORD - 
AMERICAN 


PAPER “B" . 
PAPER "C" . 


PAPER "D" . 


Nae 


INS 


SELL THE *“‘ MARKET OF THE MILLIONS...’ [ 


ZBOSTON | 


3¢ 


2¢ 


837 
965 
244 


3¢ 


3¢ 


REPRESENTED BY HEARST ADVERTISING SERVICE 


RECORD-AMERICAN 
SUNDAY 


ADVERTISER! 


ase. 
< = 
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1885 
Pro-phy-lac-tic toiletries — Pro- 
Phy-lac-tic Brush Company, Flor- 
ence, Mass. 
Daisy lye—B. T. Babbitt, Inc., New 
York 


Schlitz beer—Jos. Schlitz Brewing 
Company, Milwaukee. 

Horseshoe paint brushes—Pitts- 
burgh Plate Glass Company, Pitts- 
burgh. 

Listerine toiletries — Lambert 
Pharmacal Company, St. Louis. 

Tanglefoot fly peper—-Tangretoct 
Company, Grand Rapids, Mich. 

Domino food—American Sugar Re- 
fining Company, New York. 

Arrow men’s clothing — Cluett, 
Peabody & Co., New York. 

Bicycle laying cards — United 
States Playing Card Company, Cin- 
cinnati. 


salt—Diamond 
Crystal Salt division, General Foods 
Corporation, New York. 

Vaculine Oil—Socony Vacuum Oil 
Co., New York. 

Nazareth Children’s clothing— 
wasareth Waist Company, New 

ork, 

Nunnally’s candy—Fine Products 
Corporation, Augusta, Ga. 

Schoble hats—Schoble Hats, Inc., 
Philadelphia. 


1887 

Blue Label food—Curtice Brothers 
Company, Rochester. 

Franco-American food—Campbell 
Soup Company, Camden, N. J. 

Kodak cameras—Eastman Kodak 
Company, Rochester. 

Octagon soap—Colgate-Palmolive- 
Peet Company, Jersey City. 

Rarus oils cony Vacuum Oil 
Company, New York. 

Mimeograph office equipment — 
A. B. Dick Company, Chicago. 

Log Cabin syrup—Log Cabin divi- 
sion, General Foods Corporation, 
New York. 

Hart Schaffner & Marx clothing— 
Hart Schaffner & Marx, Chicago. 

Holmes & Edwards silver—Inter- 
Silver Company, Meriden, 

onn. 

Allis-Chalmers machinery—Allis- 
Chalmers Mfg. Co., Milwaukee. 

Comptometer business machines— 
Felt & Tarrant Mfg. Company, Chi- 
cago. 


1886 
Diamond Crystal 


1888 
Colgate shaving sticks—Colgate- 


REeeor eres Company, Jersey 
y. 
Cork stoppers—Armstrong Cork 


Company, Lancaster, Pa. 

Merry War lye—E. Myers Lye Cer- 
poration, New York. 

Libbey glassware—Owens-Illinois 
Glass Company, Toledo. 

Dr. Posner shoes—Dr. 
Shoes, Inc., New York. 

Mum toiletries — Bristol-Myers 
Company, New York. 

Plumb tools—Fayette R. Plumb, 
Ine., Philadelphia. 

Kaynee boys’ clothing — Kaynee 
Company, Cleveland. 

Westinghouse generators and mo- 
tors—Westinghouse Electric Corpo- 
ration, East Pittsburgh, Pa. 

White Lily food—J. Allen Smith & 
Co., Knoxville, Tenn. 

Daley, Air rifles—Daisy Mfg. Com- 
pany, lymouth, Mich. 

Reis textiles—Robert Reis & Co., 
New York. 

Bryant electrical wiring equip- 
ment—Westinghouse Electric Cor- 
poration, East re 


A. Posner 


Calumet food — Calumet Baking 
Powder, division of General Foods, 
New York. 

Flexible Flyer sleds—S. L. Allen & 
Co., Philadelphia. 

Crescent food—Crescent Mfg Com- 
pany, Seattle. 

Aunt Jemima food—Quaker Oats 
Company, Chicago. 

Vegetal Lilac toiletries—Pinaud, 
Inc., New York. 

U. 8S. Seal rubber goods—United 


2 met A Reman omg, emg tems SA, Ty Premed Raion PEPELORA AEN TORE BOT ue og 


BEGINNER—First newspaper copy for 
Evervess, Pepsi-Cola Co.'s new spar. 
kling water, is this ad, which appeared 
in the New York metropolitan area. 
Newell-Emmett Co. is the agency. 


States Rubber Company, New York. 

Standard res products— 
Standard Oil Company of Indiana, 
Chicago. 

Scetch Oats food—Quaker Oats 
Company, Chicago. 

Ripolin enamel—Glidden Company, 
Cleveland. 

Reed-grates for cast-iron heating 
boilers—H. B. Smith Company, West- 
field, Mass. 

H and H cleaner—H and H Cleaner 
Company, Des Moines. 


1890 

Johnson’s wax—S. C. Johnson & 
Son, Racine, Wis. 

Pettijohn’s cereal—Quaker Oats 
Company, Chicago. 

Velocite lubricating oil—Socony 
Vacuum Oil Company, New York. 

P & S Electrical equipment—Pass 
& Seymour, Inc., Syracuse, N. Y. 

Rex food products—Cudahy Pack- 
ing Company, Chicago. 

Standard Ball lye—B. T. Babbitt, 
Inc., New York. 

Excelsior pumps—Foster Pump 
Works, Inc, Brooklyn. 

Cudahy food products — Cudahy 
Packing Company, Chicago. 

Climax food—Russell-Miller Mill- 
ing Company, Minneapolis. 

Black Crows candy—Mason, Au & 


Magenheimer Confectionery Mfg. 
Company, Brooklyn. 
Bee Brand _insecticides—McCor- 


mick & Co., Baltimore. 


1891 

Baldwin pianos—Baldwin 
pany, Cincinnati. 

Ingram’s toiletries—Bristol-Myers 
Company, New York. 

Leavitt sporting goods — Leavitt 
Corporation, Urbana, Ill. 

Tycoon paint brushes—Pittsburgh 
Plate Glass Company, Pittsburgh. 

Del Monte foods—California Pack- 
ing Corporation, San Francisco. 

Perfection kerosene—Standard 0!) 
Company of Indiana, Chicago. 

Wilbur Buds candy—Wilbur-Su- 
chard Chocolate Company, Lititz, Pa. 

Ceresota flour—Best Foods, Inc., 
New York. 

Diamond food — Russell-Miller 
Milling Company, Minneapolis. 

Atlantic Red Engine oil—Stand- 
ard Oil Company of Indiana, Chi- 
cago. 

Botany woolen and worsted fab- 
a cad Worsted Mills, Passaic, 
N 


Com- 


“Massey-Harris farm implements— 
Massey-Harris Company, Toronto. 


QA Land of 


to sell now. 


intact. 


them. 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 


Indiana has progressed tremendously from an_ industrial 
standpoint during the past few years, especially in the non- {| 
metropolitan cities and yet, the rich farming sections remain 


The families of Indiana have money to spend—more than 
ever before. Now is the time to put your story before 


Clover and Honey 


Yes, Indiana is just that for the enterprising manufacturer 
who is looking forward to post-war sales or who has goods 


It is easy to work out an intelligent advertising program for 
Indiana. The important counties are all serve 
by daily newspapers and 25 of them are members of 


THE INDIANA LEAGUE of HOME DAILIES 


For information and details 


SCHEERER & CO. 


National Advertising Representatives 


effectively 


New York 17 
441 Lexington Ave. 
Phone: MUrray Hill 2-2423 
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Ruberoid roofing—Ruberoid Com- 
pany, New York. 

swift’s Premium food—Swift & 
Co., Chicago. 

Siamond Brand shoes—lInterna- 
tinal Shoe Company, St. Louis. 

De Long notions—De Long Hook 
& bye Company, Philadelphia. 

iscolite and Etna lubricating oil 

_Socony-Vacuum Oil Company, New 

ork. 


and clocks— 


1893 
‘ngersoll watches 
Corporation, 


Uvited States Time 
ww oterbury, Conn. 
airbanks-Morse “Z” 
Foirbanks, Morse & Co., Chicago. 
slton blasting powder—Equitable 
powder Mfg. Company, Hast Alton, 
I 


engines — 


Addressograph and Graphotype— 
4 dressograph-Multigraph Corpora- 
tion, Cleveland. 

Brown shoes—Brown Shoe Com- 
rny, St. Louis. 

Giant lye—B. T. Babbitt, Inc., New 
York 

American Lady underwear—Amer- 
ican Lady Corset Company, Detroit 


Fels-Naptha & Co., 
Philadelphia. 

Jergens toiletries—Andrew Jerg- 
ens Company. Cincinnati. 

Kelly-Springfield tires — Kelly- 
Springfield Tire Company, Cumber- 
iand, Md. 

Pendleton bedding — Pendleton 
Woolen Mills, Portland, Ore. 

Bloodhound, Black John, Bugler, 
B&W’s Choice, B&W’s Hound, B&W’'s 
Sun Cured, Golden Grain, Kite, Red 
Cress and Sweet & Juicy tobacco-—— 
Brown & Williamson Tobacco Cor- 
poration, Louisville. 

Libby’s food—Libby, McNeill & 
Libby, eet 

Philadelphia whisky—Continental 
Distilling Corporation, Philadelphia. 

Pioneer food—G. P. Halfert & Co., 
Seattle. 

Seven Seas slacks—Moyer Mfg. 
Company, Youngstown, O. 

Star typewriter ribbons and multi- 
kopy carbon paper—F. S. Webster 
Company, Cambridge, Mass. 

Stromberg-Carlson sound equip- 
ment—Stromberg-Carlson Company, 
Rochester. 

Electric lye—E. Myers Lye Corpo- 
ration, New York. 

Easy laundry equ‘pment — Easy 
Washing Machine Corporation, Syra- 


cuse. 

1895 
American Beauty food—Russell- 
Miller Milling Company, Minneapo- 


1 
soap—Fels 


lis. 
Franklin lye—E. Myers Lye Cor- 
poration, New York. 

Lifebuoy health soap—Lever Bros. 
Company, Cambridge, Mass. 

Pabst Blue Ribbon beer—Pabst 
Brewing Company, Milwaukee. 

Grain Belt beer— Minneapolis 
Brewing Company, Minneapolis. 

Holland-Racine shoes — Holland- 
Racine Shoes, Inc., Holland, Mich. 

Richard Hudnut toiletries—Rich- 
ard Hudnut, New York. 

Franklin Baker coconut—General 
Foods Corporation, New York. 

Postum cereal beverage—General 
Foods Corporation, New York. 

Big Bonanza lye—Champion Chem- 
ical Works, Inc., New York. 

Sun oils—Sun Oil Company, Phila- 
delphia. 

Thordarson electrical equipment— 
Maguire Industries, Inc., Chicago. 

Rameses cigarets—Stephano Bros., 
Philadelphia. 

Velvet Grip garters—George Frost 
Company, Boston. 

Underwood office machines—Un- 
derwood Corporation, New York. 


Roma Names Nederman 

Paul I. Nederman has been ap- 
pointed general sales manager of 
Roma Wine Company, San Fran- 


Pepsodent Shifts Sauers 


L. A. Sauers, previously di- 
visional sales manager of the Pep- 
sodent division, Lever Bros. Com- 
pany, in St. Louis, has been ap- 
pointed western regional sales 
manager of the division in Chi- 
cago. 


Two Name Lewin 


A. W. Lewin Company, New 
York, has been appointed to 
handle the advertising of Hub In- 
dustries, Inc., and _ Electroaire 
Corporation. National magazines, 


radio and newspapers will be used 
for the Electro-Aire Ozone gen- 
erator. 


Joins Appliance Dept. 

R. E. Krumm, formerly a mem- 
ber of the war contracts depart- 
ment, Frigidaire division, General 
Motors Corporation, Dayton, O., 
has returned to the appliance sales 
department and will specialize in 
the development of merchandising 
type dealer outlets. D. C. Bowell, 
with the company for the past 12 
years, has also been appointed to 
the appliance sales department. 


Monitor Names Mercex 


Robert E. Mercer, previously 
with White Rodgers Electric Com- 
pany, St. Louis, has been ap- 
pointed product director of Moni- 
tor Equipment Corporation, New 
York. He will serve in a liaison 
capacity between the home office 
and Monitor’s 24 plants, which 
produce a wide range of home ap- 
pliances. 


Frier Joins FC&B 


Harry W. Frier has _ joined 
Foote, Cone & Belding, New York, 
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as account executive on the New 
York Central Railroad account. 
He was formerly with the Chi- 
cago & North Western Railway as 
director of advertising and public 
relations. 


Common Sense 


reaches an audience 
interested in 

the world’s progress 
For advertising rates: 


10 East 49th Street, New York 17, N. ¥. 


The ‘crown’ denoting second 


General Motors Assembly Plant—Los Angeles Area 


a ee bar 
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Wide diversification is 


Its 


the keynote of Los 
more than seven 


cisco. 


yéS-THEODORO 
ADVERTISING 
SERVICE 


now representing 
NEW YORK POST 

PARIS POST 
THE HOME NEWS 


BRONA AND MANHATTAN 


‘ome THEODORO 
q ADVERTISING SERVICE 


7% WEST STREET, NEW YORK 6, &. Y. 
EOWARD C. KENNELLY + 


General Menager 
CHICAGO + DETROIT « SAN FRANCISCO + LOS ANGELES 
‘ PARIS, FRANCE - LONDON. ENGLAND 


greatest center in motor car assembly has 
belonged to Los Angeles for many years. 
All of the largest automobile manufacturers 
have plants in this area, and even now one 
of the foremost companies has plans under- 
way for a huge additional plant. Truly, 
Los Angeles assembly lines are due for un- 
precedented activity. 


However, this is but one of Los Angeles’ 
nine industrial ‘crowns.’ It ranks first in 
the production of aircraft, oil well equip- 
ment, and motion pictures .. . second in tires, 
automobile assembly, and dollar volume of 
manufactured apparel...third in food pro- 
cessing and petroleum refining... fourth in 
the production of furniture. No other single 
industrial area in America has so many 
high ranking major industries. 


HON © 


Angeles industry. 
thousand plants produce practically every- 
thing that can be manufactured. Even be- 
fore the war new industries were coming 
into the area at the rate of 308 each year, 
and creating an average of 11,000 new jobs 
annually. Los Angeles of today and tomor- 
row must not be sold short! 


To reach this third largest and richest mar- 
ket of the nation most effectively, present 
and future advertising schedules logically 
begin with the Herald-Express. This is 
emphasized by the fact that in the populous 
city and retail trading zones, the Herald- 
Express reaches 44,000 more families than 
any other daily newspaper. Such preference 
and concentration make possible maximum 
sales volume at minimum cost. 


TED ogy naps te 


“PAUL BLOCK 
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Weighs less than 
20 Ibs... No larger 
than a cigar box! 


AND NOW... 


THE PERFECT ELECTRONIC DICTATING MACHINE! 


Absolutely true voice recording. No scratching or 
office noises. 


(2) Records both ends local and long distance telephoen 
conversations— perfectly! 


is For conferences, hospital records, court reporting, 
Bi spot dictation! 


— @ Leaves your hands free! 


5] Really portable (less than 20 pounds—and no larger 
than a cigar box) 


6] No fussing with cylinders that break. No shaving. 
@ Lowest initial cost—lowest upkeep cost! ~ 

So simple and easy to operate — your secretary 
will love it! Saves time! Makes work easier! Helps pro- 


duce more per day! For your new dictating machine — 
see the MORECORDER in action! 


WRITE for the illustrated MORECORDER brochure that 
will show you what the machine looks like—and how it works. 
MORECORDER MANUFACTURING CO., Balto.2,Md., Dept. H 


IF YOU SAID IT. . . MORECORDER HAS IT! 


_ MORECORD 


FINEST ELECTRONIC 


VOICE RECORDER 


© 10945 BY MORECORDER co. 


—MORECORDER 


Defends OPA Cost 


Absorption Policy 
as Attacks Mount 


_ Auto Dealers Protest 


Margin Cuts; Bowles 
Asks Industy: Hold On 


| Washington, Nov. 14.—In the 
|most vigorous of many vigorous 
| stands, OPA Chief Chester Bowies 
fought off the demands of over 
| half, the members of both houses 
| of Congress this week, for re- 
| vision of the OPA cost absorption 
| policy, to relieve automobile dis- 
|tributors of the responsibility of 
| absorbing price increases that are 
| to go to auto manufacturers. 
Staunchly insisting that the cost 
| absorption policy must stand for 


}the auto dealers as well as all 
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other consumer goods manufac- 
turers, Mr. Bowles quoted ex- 
tensively from the Nov. 3 Busi- 


|ness Week to demonstrate that 


“We are sitting uneasily on a keg 
of dynamite.” In spite of that, 
he charged, the auto dealers “are 
asking us via Western Union to 
put the fuse to the keg.” 

Crux of the battle, fought out 
before the House small business 
committee headed by Rep. Wright 
Patman, one of OPA’s most loyal 
Congressional friends, is a con- 
tention on the part of dealers that 
they cannot afford to absorb the 
higher prices that are to be paid 
to manufacturers and market cars 
at near-1942 prices. 


See Long Fight Ahead 


Behind the dealers’ uneasiness 
is a realization that in absorbing 
this increase they would cut their 
initial margin in cars from the 
customary 24%, to perhaps 19%. 
While they have argued that they 
cannot operate profitably on that 
margin, their real fear apparently 
is that once OPA is gone they will 


back to a 24% margin. 

On his part, Mr. Bowles p) . 
vided separate studies from + 
FTC, Department of Comme) 
and OPA showing that the his . 
est average realized margin  ¢ 
dealers in any prewar year \ < 
11.5%. Most of the loss result, 
Mr. Bowles argued, in recon :- 
tioning used cars. 


‘Only Himself to Blame’ 

Insisting that “if any dealer 
over-allows for trade-ins in u:eq 
cars in 1946, he will have only 
himself to blame,” the OPA ct ief 
said there is no reason why the 
auto dealers cannot exceed their 
prewar profits, despite the re. 
duced initial margin. The battle 
with the auto dealers climaxed 
one of OPA’s most difficult weeks, 
in the two and a half years that 
Mr. Bowles has headed the 
agency: 

1. In the House Office build- 
ing, the National Retail Dry Goods 
Association drew many Congress- 
men to an exhibit of consumer 
goods items which are not in pro- 


be a long time fighting their way | duction because of price tangles. 
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Says Representative Karl E. Mundt of South Dakota: 
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these congratulations. 


| vation campaign means to a $4,000,000,000- 


_a-year industry —an industry involving an 


estimated 26,000,000 postwar sportsmen, not 


Outdoor Life 


444 


Says Outdoor Life: 
THANK YOU, Congressman Mundt 


As one fighter in the cause of wildlife con- 


servation to another, we’re happy to accept 


Representative Mundt is singularly qualified 


to understand how much an all-out conser- 


Su 


| ...and the pleasure is all America’s... 


to mention plain Mr. Citizen at large 


Such typical response from a sincere and 


enthusiastic army of well-wishers is cement- 


ing old ties .. . and making new friends by 
the thousands for OUTDOOR LIFE. 


Why not join the fast-growing fraternity 
of advertisers reaching these men through 


Outdoor Life’s pages. 


The x0 of aiterininat 4 


353 FOURTH AVENUE, NEW YORK 10, N.Y. 
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2, OPA had to back down on 
low price clothing program 
and allow a 15% incentive in- 
crease in price to manufacturers 
o! low cost items. 
3, More than 300 Congressmen 
ymitted written protests to the 
tiouse small business committee 
», zistering complaints about OPA. 


Old Producers ‘Hurt’ 


The NRDGA exhibit attracted 
tremendous attention, by demon- 
ating that OPA is allowing ad- 
vantageous prices on shoddy new 
merchandise, and forcing estab- 
lished manufacturers out of busi- 
ness by “holding the line” on 
their goods. 

All this woe descended on OPA 
just as it was cleaning up its re- 
conversion pricing job and mak- 
ing good on its promise to restore 
consumer goods to the market at 
near-1942 prices. 

Manufacturers in virtually all 
of the 25 major consumer goods 
industries have been granted 
higher prices, but merchandise is 
to reach the public at the 1942 
level as a result of the cost ab- 
sorption policy. 

In applying cost absorption, 
OPA is assuming that the high 
volume of sales and reduced sell- 
ing costs during the coming 
months will enable distributors to 
make their prewar “realized mar- 
gin” despite lower “initial mar- 
gins.” 


Says Margin Only 17.1% 


For example, washing machine 
and ironer dealers before the war 
worked on 20.7%, but after mark- 
downs, trade-ins and other deduc- 
tions, OPA found their “realized 
margin” was only 17.1%. 

Assuming that these loss items 
will be insignificant during the 
next few months, OPA feels the 
washing machine and ironer dis- 
tributors can absorb increases 
that have been granted to manu- 
facturers by starting with a 
smaller “initial margin,” and still 
emerge with as good or better a 
“realized margin” than they had 
before the war. 


Says Production to Help 


Urging business to hold on a 
little longer, Mr. Bowles says: 
“The one redeeming feature of 
our situation is our vast produc- 
tive power. Without this produc- 
tive power, it would be impossible 
to prevent a wild inflation. With 
it, provided we have the courage 
to stand firm now, we can wipe 
out one shortage after another 
and in a reasonable period get rid 
of price ceilings.” 


‘© 
Ky 
AS 
Le 
> 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-] Service! 


We would like to show you 
samples of work that we 
are regularly producing tor 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


Ziff-Davis Shifts 

L. L. Osten, formerly midwest 
advertising manager of Radio 
News, published by Ziff-Davis 
Publishing Company, Chicago, has 
been appointed advertising man- 
ager of the magazine, making his 
headquarters in the Empire State 
building, New York. John A. 
Ronan Jr., with headquarters in 
Chicago, will succeed Mr. Osten. 


Detrola, Universal, 
Utah Complete Merger 


International Detrola Corpora- 
tion, Detroit; Universal Cooler 
Corporation, Marion, O., and Utah 
Radio Products Company, Chi- 
cago, have completed their mer- 
ger. Remy L. Hudson, executive 
vice-president . of Utah, has be- 
come a vice-president of Inter- 
national Detrola and general man- 


ager of the Utah division. -F. S. 
McNeal, president and _ general 
manager of Universal Cooler, has 
become vice-president of Detrola 
and director and general man- 
ager of the Universal Cooler di- 
vision. G. Hamilton Beasley, 
Utah’s board chairman and presi- 
dent of its subsidiary, the Cas- 
well Runyan Company, has be- 
come director of Detrola and as- 
sumes both the presidency and 
general managership of Caswell- 
Runyan. 


Chrysler Names Grant 


Grant Advertising, Inc., Detroit, 
has been named to handle adver- 
tising of the industrial engine di- 
vision, Chrysler Corporation, De- 
troit. A new industrial engine 
campaign, as well as the marine 
engine program, will be launched 
in January, using “Horsepower 
with a Pedigree,’ as the central 


theme. 


It will 
lumber, 
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be directed to;|the construction, road* building, 
manufacturers, dealers and users} mining, oil, 


\ E agricultural 
of engine-powered equipment in|and automotive trades. 


‘Sell the MORE family’ 


OARD’S DAIRYMAN has been published 
since 1885 at Fort Atkinson, Wisconsin, 

by the Hoard family. Back at the turn of the 
century when founder W. D. Hoard started to 
build national circulation, he didn’t believe in 
careless coverage. His instructions to his circu- 


lation men were: 


“Sell the MORE family! Sell farm fam- 
ilies who own more, earn more and buy 
more! Go to prosperous farm commu- 
nities and pick farm families who have 
the best land and buildings and the 
most cows, hogs and hens. I want lead- 
ership where readership counts the 


most!”’ 


How well this policy has succeeded through 
the years is demonstrated by a recent U. S. Bureau 


Sells Farm Families who 


of. the Census 45 
study which 
shows that 
Hoard’s Dairy- 
man subscribers earn 87 7 56 more income than 
average U. S. farmers... 389% more from dairy 
products... 102% more from livestock sold... 
82 % more from poultry...and 16% more from 
field crops. 

“Sell the MORE family!” is good ites to 
advertisers who want more sales for their adver- 


tising dollar. Your advertising in Hoard’s Dairy- 


man sells your product to the cream of the 
market. Hoard’s Dairyman readers are leaders 
in the most prosperous farm communities. 

Put the top of the market at the top of your 
list. . . Start your farm schedule with Hoard’s 
Dairyman! 


own more * earm more * buy more 


FORT ATKINSON, WISCONSIN + 250 PARK AVENUE, NEW YORK - EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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Sets Dec. 3 as ABC 


Suit Hearirig Date 

Judge Michael Igoe of federal 
district court, Chicago, has post- 
poned to Dec. 3 the date for a 
hearing on the suit filed by Asso- 
ciated Broadcasting Corporation 
against the American Broadcast- 
ing Company, seeking an injunc- 
tion to restrain American from 
using ABC as its identifying mark 
and call letters. 


THE BAKING INDUSTRY MAGAZINE 


_Hakers Helper’: 


FACT NO. 32 — 
BAKERS’ HELPER leads 
all of the bakery publi- 
cations in Paid Circula- 
tion Into Bakeries and in 
Total Net Paid Circula- 
tion. Unmistakably bak- 
ers LIKE its friendly style 
of reporting news and 
business-getting ideas. 


PPRRERS ELUEN coccaces nines 2 
270 Brenden. Mew Yor TNY 
PUBLISHED EVERY TWO WEEKS 


Coffee Promotion Active 


Despite Looming Shortage 


Score of Companies 
Vie for Favor with 
Soluble Products 


New York, Nov. 15.—With the 
coffee industry applying pressure 
to OPA to remove ceiling price 
restrictions on green coffee im- 
ports and the finished product, 
coffee promotions are continuing 
at an increased pace as 20-odd 
firms enter the market with cof- 
fee concentrates. 

Although coffee imports to date 
have shown a marked increase 
over 1944 imports, the ceiling 
price on green coffee is at present 
about 4 cents below the world 
market price, with the result that 
coffee orders for October have 
dropped from an estimated need 


of 1,600,000 bags to an order esti- 
mated at 300,000 bags. 

The United States as the larg- 
est coffee consumer, probably 
could break the price according to 
some sources, but Brazil, the larg- 
est producer, has had three small 
crops in a row and roasters and 
jobbers here are in generally short 
Supply. There are many reports 
of curtailed roastings for fear of 
running out. This despite the fact 
that the U..S. has a coffee reserve 
of approximately 5,000,000 bags 
and Brazil has a reserve estimated 
variously at from 5,000,000 to 20,- 
000,000. 


Say ‘Legal’ Orders Impossible 


Dealers claim, however, that it 
is impossible to place a “legal” 
order under present limitations, 


“. .. The judges, who spent a day in Chicago 
reviewing the records submitted by the con- 
testants, reported: ‘Station WTIC presented 
the broadest, most well-rounded group of 
program features designed to appeal: to a 
large portion of the farm listeners, and their 
program planning, preparation, and pres- 
entation were outstanding 


From VARIETY, September 26, 1945 
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NOTICE TO COFFEE ORINKERS ... NEW SHIPMENT OF /8 10Q%, mapeoh, 


| Borden's Instant Coffe 
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INSTANT STYLE—Four advertisers who are boosting their “instant" variety to 
consumers are Nestle's Milk Products, Borden Co., Hygrade Food Products 
Corp. and American Home Foods. 


and the industry estimates that un- 
less restrictions are lifted a criti- 
cal coffee shortage in 1946 is un- 
avoidable. 

Despite fears of a shortage and 
curtailment of roasting, coffee pro- 


motion has hit a new boom with 
the introduction of various brands 
of soluble coffee concentrates. Cof- 
fee linage, which shows a decrease 
of about half a million lines for 
the first six months of 1945 as 


Many an Important prize-fight has been won by the old, reliable “One-Two” punch. 
Many an advertiser is enjoying increased business in lowa, thanks to the "One-Two" punch 
that each of the 36 IOWA DAILY PRESS ASSOCIATION newspapers delivers in its own 
market. 


When your sales-messages appear in this group of dailies ...< they create acceptance 
ampng the people who buy ... that’s Punch No. One. They also win the support of the 


dealers who sell «a that's Punch No. Two. 


Put both punches together, by using the IDPA newspapers, and you'll find that your 
advertising has maye than the wallop of mere publicity «+4 It has the mighty wallop 


of MERCHANDISABLE ADVERTISING. 


Ames Tribune .......7..... 4,325 
Atlantic News-Telegraph .... 6,271 
Boone News-Republican ... .. 4,894 


Burlington Hawk-Eye Gazette. 18,926 


Carroll Times-Herald ....... 4,648 
Cedar Falls Record ....... .. 2,550 
*Cedar Rapids Gazette....... 48,585 
Centerville lowegian ........ 5,951 
Charles City Press ........., 4,953 
Cherokee Times.......... -. 3,789 
Cinton Herald ...,..5...0- 20,388 
*Council Bluffs Nonpareil ... .. 16,452 


Creston News-Advertiser .... 4,974 
*Davenport Democrat, ...... 


Davenport Times .......... _— 
*Dubuque Telegraph-Herald .. 35,725 
Fairfield Ledger ........... 4,650 


*Published Sunday Also. 


MERCHANDISABLE DAILY CIRCULATION 


Webster City Freeman-Journal 4,766 


Fort Dodge Messenger ...... 15,605 
Fort Madison Democrat ..... 5,771 
lowa City Press-Citizen....... 9,100 
Keokuk Gate City .......... 8,188 


MarshalltownTimes-Republican! 2,301 
Mason City Globe-Gazette. ., 20,726 


Mount Pleasant News....... 3,160 
Muscatine Journal. ....... <2 9,298 
Nevada Journal. ...... esses 4,387 
Newton News ............. 6,146 
Oelwein Register ......... o Sres 
Oskaloosa Herald ......... 6,779 
Ottumwa Courier. ......-.. 17,733 
PO SES odes aeeaass ~. 4,068 
Shenandoah Sentinel ....... 3,950 
*Sioux City Journal-Tribune. . . . 79,532 
Washington Journal ,....... 3,800 
*Waterloo Courier ..........42,753 


491,190 


CIRCULATION IN 35 DOMINANT 
IOWA MARKETS 
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405 Shops Building 


Write for convincing evidence 


DAILY PRESS ASSOCIATION 


. Des Moines, lowa © 
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compared with 1944, is expected 
to show a marked increase for the 
renainder of the year. 

‘here is no indication that any 
impending shortage will curtail 
co fee advertising, since the neces- 
<jiy for keeping brand names 
ve to promote this fundamen- 
tay “traffic item” would carry 
th ough any shortage. The com- 
pe.itive picture is further height- 
ened by the introduction of sol- 
ubie coffee products, whose ac- 
ce; ance is still uncertain. 


Bid for New Customers 


‘he Borden Company’s Instant- 
ly Prepared coffee, Barrington 
Hall’s Instant coffee, Nestle’s Nes- 
café, General Foods’ Instant Max- 
well House and G. Washington are 
all carrying on campaigns at pres- 
ent to bring the war’s K-ration 
beverage out of the foxhole and 
onto the breakfast table. 

Tea and Coffee Trade Journal 
lists the following firms as hav- 
ing soluble coffee products either 
in promotion or in preparation: 

Baker Importing Company, Minne- 
apolis and New York; Barrington 


Hall, and all-coffee concentrate with 
national distribution; Bellefont As- 
sociates, Bellefont, R. I., a liquid cof- 
fee concentrate with section distri- 
bution; Borden Company, New York, 
Borden’s Instantly Prepared coffee, 
dry all-coffee concentrate, east and 
midwest distribution; Burry Biscuit 
Company, Blizabeth, N. J., dry cof- 
fee concentrate; Brownell & Field 
Company, Previdence, Aristocrat dry 
coffee concentrate. 

Caffee B Vitamin Company, St. Al- 
bans, N. Y., Caffee B,, dry coffee con- 
centrate; Coffee Products Corpora- 
tion, New York, liquid and dry cof- 
fee concentrates selling in bulk at 
present; Dehydrated Products Com- 
pany, Passaic, N. J., Columbia brand 
and private label all-coffee concen- 
trate; Albert Ehlers, Inc., Brooklyn, 
Ehler’s Grade A soluble coffee, dry 
all-coffee concentrate, eastern dis- 
tribution; James H. Forbes Tea & 
Coffee Company, St. Louis, Forbes 
Instant coffee, dry all-coffee concen- 
trate, midwest distribution. 

General Foods Corporation, New 
York, Instant Maxwell House, dry 
coffee concentrate with carbohy- 
drates, eastern distribution at pres- 
ent; Granular Foods, Inc. New 
York, Granulex Soluble Coffee, dry 
concentrate with carbohydrates, not 
on market as yet; Great Star Solu- 
ble Coffee Company, New York, Sol 
Cafe, dry coffee with earbohydrates; 
Harrison Company, New York, Har- 
rison’s Pure soluble coffee, dry all- 
coffee concentrate, national distri- 
bution planned; Intra-American Cof- 
fee Company, Kup Kafay, dry coffee 
concentrate with carbohydrates, 
testing at present. 

John L. Kellogg & Co., South El- 
gin, IlL, Instant All-Coffee, dry all- 
coffee concentrate in powdered or 
tablet form, east and midwest terri- 
tory; McCormick & Co., Baltimore, 


42% Grown 


in FIVE YEARS 


St. "Petersburg has more than 
doubled its population in the 
past 15 years and has increased 
42 percent since 1940. Its pres- 
ent population (State Census 
1945) totals 85,184... and with 
its large winter resort popula- 
tion it will be a city of 150,000 
for the next six month period. 
The whole TAMPA-ST. PETERS. 
BURG MARKET is one of 
America’s best ... and St. 
Petersburg is the cream of this 
market. Be sure to advertise to 
St. Petersburg in St. Petersburg 
newspapers. 


. PETERSBURG, FLORIDA 
TIMES (M & S) and 
INDEPENDENT (E) 


Reoresented netioneiiv by 


eis & Simpson Co., Inc. 


a on Sil i Tal tal 


; Florida by V. 3. Obeneur, Jr, Jecksonvilte 


distributor of Sol Cafe; Nestle’s Milk 
Products, Inc., New York, Nescafé, 
dry coffee concentrate with carbohy- 
drates, national; G. Washington Cof- 
fee Refining Company, Morris Plains, 
N. J., G. Washington Instant coffee, 
dry all-coffee concentrate with na- 
tional distribution, and Cafemelo, 
dry concentrate with carbohydrates, 
sectional distribution. 


Believe Regular Market ‘Safe’ 


Coffee trade sources believe that 
while these companies may ex- 
perience some growth and may 
broaden the rather small market 
for soluble coffees, they are not 
likely to make any real progress 
at the expense of the conventional 
product. There are advantages to 
soluble coffees for special pur- 
poses, they say, and the current 
wave of promotion may induce 
many people to ‘try them, but they 
point out that in all cases hot water 


is required, and they insist that 
there is so little difference between 
heating water and making coffee 
in the conventional way that the 
market for the solubles will con- 
tinue to represent a very small 
segment of the over-all potential, 


Joins Erwin, Wasey 

John W. Wood, recently art di- 
rector for Botsford, Constantine 
& Gardner, Portland, Ore., has 
joined Erwin, Wasey & Co., Se- 
attle, in a similar capacity. 


To O'Mara & Ormsbee 


Arthur A. Porter, formerly man- 
aging director of the Canadian 
Institute of Public Opinion, which 
he organized in 1941, has joined 
the Chicago office of O’Mara & 
ears, newspaper representa- 

ve, 
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Lima Co. Changes Name |Beetle Appoints Rossi 

Lima Cord Sole & Heel Com- C. N. Bettle Company, New 
pany, Lima, O., has changed its| Bedford, Mass., manufacturer of 
name to Gro-Cerd Rubber Com-j|small boats, has appointed Rossi 
pany. & Hirshson as its agency. 


For Best Results Advertise in — 


“CONCENTRATE D”’ 
NEGRO MARKETS 


gaect CHICAGO for your test of America’s 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, Exctusive Representatives 
NEW YORK OPPICE: 101 Perk Ave. CHICAGO OFFICE: 75 &. Wacker Drive 


Our readers Are ditterent | 


In An Emergency—They’re Ready 


(BUT ARE THEY RELYING ON YOUR PRODUCT?) 


More than one-third of all advertisers in The American Home 
Magazine take advantage of the extraordinary responsiveness of our 
2,300,000 families by using coupons or making specific offers. Isn’t this 
an indication that your product, too, belongs in the magazine that 
needs no fiction, frills or funnies to keep on growing and pulling. . . 


THE AMERICAN HOME MAGAZINE 
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CHANGE!!! 


| rue FIFTH ANNUAL DIRECTORY 


OF 
POST EXCHANGE 


Will Be Included In The Issue Of 


JANUARY 1946 


The four previous issues of this Annual Directory 
number were published in February. 

nform with present day procurement require- 
pon the Fifth Annual Directory number will be 
advanced to the JANUARY, 1946 issue. 
: edule conforms with 


Be sure your advertising sch 
this change. 


oe pceenneitialianen 


You will want to make certain your 
schedule of space is consistent with 
the lasting value of this January issue 
which is used throughout the year as 
@ buying guide by PX and Ship's Store 
Officers. 

With Post Exchanges and Ship's 
Stores in this country busier than at 


any time in the past five years, the 
“PX" market offers important immedi- 
ate profits to American manufacturers. 

For further information on the pres- 
ent and future benefits available 
through the markets covered by POST 
EXCHANGE, contact our nearest office. 


.--A Youthful Market With a Great Future 


POST 


EXCHANGE 


ARMY © ‘NA — MARINES © MERCHANT MARINE 


Main Office—292 Madison Ave., New York 17, N.Y. 


HARLEY L. WARD, inc WALTER W. MEEKS SIMPSON REILLY, Ltd. 
360 WN. Michigan Ave 101 Marietta Garfield Building 
CHICAGO |, ILLINOIS ATLANTA 3, GA. LOS ANGELES 14, CAL. 
SIMPSON-REILLY, Ltd FRED WRIGHT CO. DUNCAN MACPHERSON 
Russ Building 915 Olive Street 700 So. Washington Sq. 
SAN FRANCISCO 4, CAL ST. LOUIS |, MO. PHILADELPHIA 6, PA. 


M. eet 


ROLLIE 
JOHNSON 


SPORTS CASTER... 


CN’S TOP-NOTCH 


L mr. ea. 


When the Gopher gridders roared or purred . . . when 
the Miller ball club won or lost . . . Rollie was there. 
Football, baseball, tennis, hockey, hunting, fishing, 
(yes, even ping-pong and squash) are all his meat. 
And he’s solid with the fans. He’s tops when it comes 
to reports from the world of sports! 


Thc Great Minnesota and Wisconsin) audience demands, deservesand GETS the best in radiel 


j 


MINNEAPOLIS « ST. PAUL, MINNESOTA 
T = oh 


> KAJ 


AMERICAN BROADCASTING CO. 


FREE AND PETERS National Representatives 


Doane Made Sales Head 
of Borg-Warner Unit 


The Ingersoll Steel division of 
Borg-Warner Corporation, Chi- 
cago, has announced organization 
of the “largest sales department 
in its 61 years of business,” headed 
by Roland D. Doane, who joined 
the company in 1938, as general 
sales manager. 

Formed to meet Borg-Warner’s 
expansion into new fields of man- 
ufacture, the sales department 
will have the following staff exec- 
utives: R. A. Anderson, man- 
ager, contract sales; A. W. Kim- 
ball, manager, barrel sales; George 
W. Day, manager, window and 
sun screen sales; D. W. Branan, 
manager, utility unit sales, and 
T. L. Kennedy, advertising man- 
ager. 


Joins Alice Frock 


Florence Frederickson, for the 
past two years with the American 
Red Cross in the South Pacific 
and before that an account execu- 
tive with Garfield & Guild, Ad- 
vertising, has been appointed ad- 
vertising manager of Alice Frock 
Company, Oakland, Cal. 


eet e 
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Truman Renames 
Freer to FTC 


Washington, Nov. 14.— Presi- 
dent Truman ended speculation 
over a shakeup in FTC personnel 
by sending up the name of Robert 
E. Freer to the Senate today, to 
succeed himself in a seven-year 
term as a Republican member of 
the commission. 

Renaming of Mr. Freer had 
been delayed for almost two 
months after the expiration of his 
previous term. The delay prompt- 
ed considerable discussion of the 
possibility that FTC might get a 
new member. 

Mr. Freer was first appointed 
to the FTC in 1935 to fill the un- 
expired term of George C. Math- 
ews, a specialist in transportation 
and former assistant to the late 
Joseph B. Eastman, the federal 
coordinator of transportation. Mr. 
Freer served as FTC chairman in 
1939 and in 1944. 

Other FTC members are Edwin 
L. Davis, Garland S. Ferguson 


and William A. Ayres, all Demo. 
crats; and Lowell Mason, Repu}j- 
can recently appointed as succes. 
sor to the late Col. Charles 4. 
March. 


Four Name Jones Agency 
Ralph H. Jones Company, New 
York and Cincinnati, has been 
named to handle the adverti: ng 
of International Vitamin Corpora- 
tion, New York, division of Amer- 
ican Home Products; Clopay Cor- 
poration, Cincinnati; Cimcool, dj- 
vision of Cincinnati Milling Ma- 
chine Company, and Bavarian 
- gaan Company, Covingion, 

y. 

Newspaper advertising will be 
used by I. V. C. and Bavarian 
Brewing Company. Clopay, Cim- 
cool and I. V. C. will carry their 
campaigns in national trade pub- 
lications. 


Miller Leaves CBS 


Arthur Miller, manager of the 
magazine division of Press Infor- 
mation, Columbia Broadcasting 
System, has resigned to open his 
own public relations office in the 
RKO building, New York. 
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HOW MANY DIESELS TO BUILD TOMORROW’S ROADS? 


Thousands of Diesels will be far out in the 
lead, moving mountains and hills or fill- 
ing gullies to make the super-speed high- 
ways of tomorrow possible. 

Diesel trucks, Bulldozers, Batchmixers 


and Diesel Motorized shovels will be 


needed in every part of o 


say nothing of Europe, Asia, South Amer- 


ica, Australia, the Orient 
and in fact throughout 


the world. 
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“DIESEL PROGRESS” is a potent 
salesman calling on thousands of select 
prospects every month. Your message in 
Diesel Progress will be a welcome caller. 
Top flight executives, the men who buy 
Diesels and Accessories are the men you 
reach in Diesel Progress. It’s accepiod 


as their recognized authority, 


-———— 


NARA 
Wy 


A few of the Air-Conditioning Plants Mines 
industries served Bus companies Municipalities 
by Diesel Progress Consulting Engineers Naval architects 
include the Contractors road and Oil drilling contractors 
following: general Quarries 

Engine manufacturers Railroads 

oe officials Ship operators 

airies roe ee 
Ice plants ipya 


Industrial power users 
Irrigating projects 
Logging companies 


Tractor users 
Truck fleet operators 


Utility companies 
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Edited and Published by REX W. WADMA™ 
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B Decpirecze , 


FIRST—The 
freezers are announced in this color 
page, which appeared in the Nov. 10 


new Deepfreeze home 


issue of The Saturday Evening Post 

through Leo Burnett Ce., Chicago. The 

unit is made by the Deepfreeze division 

of Motor Products Corp., North 
Chicago, Ill. 


Deepfreeze Ads 
Seek to Hold Top 
Snot, Trade Name 


Chicago, Nov. 13.—Designed to 
keep its product out in front and 
to retain its trade name, the first 
of a series of new advertisements 
by the Deepfreeze division, Motor 
Products Corporation’s pioneer 
home freezer manufacturer, is ap- 


| pearing in national magazines, 


farm publications and business 
papers. 

In a program scheduled to run 
through June, 1946, the new four- 
color series stresses the theme, 
“Deepfreeze, the talked-about 
home freezer,” to emphasize the 
product’s leadership and to nail 
down a trade name which might 
otherwise become generic. 


New Unit Shown 


The first ad, appearing in the 
Nov. 10 Saturday Evening Post, 
on a deep blue, full-page bleed, 
portrays a white-enameled Deep- 
freeze unit with a capacity of nine 
cubic feet. Copy states: “Opens 
at the top .. . cold can’t spill out 
—and how beautifully efficient it 
looks in your home. Reach in the 
Deepfreeze—instead of reaching 
for your market basket.” 

Consumer publications being 
used in the campaign include, be- 
sides the Post, American Home, 
Better Homes & Gardens, Country 
Gentleman, Farm Journal, House 
Beautiful, Life and Successful 
Farming. Trade publications being 
used, with two-color full-page in- 
sertions, are Electrical Dedaler, 
Electrical Merchandising, Electrical 
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World, Frozen Foods, National 
Furniture Review, Quick Frozen 
Foods and Retailing Home Fur- 
nishings. 

In addition, cooperative adver- 
tising is being carried on in news- 
papers, 24-sheet posters and local 
radio with dealers, who also are 
receiving a comprehensive pack- 
age of helps which include neon 
and card signs, window trims and 
permanent displays, direct mail 
material, folders, stuffers and 
broadsides. An extensive sales 
training program is also under 
way, and a home economist lab- 
oratory under the supervision of 
Miss Margaret E. Bicknell, for- 
mer director of home economy at 
Buffalo Niagara Electric Corpora- 
tion, is doing research for better 
methods of freezing and packag- 


ing frozen foods. 

Now under construction at the 
company’s headquarters in North 
Chicago is a plant to cost in ex- 
cess of $1,800,000. 

Leo Burnett Company is the 
agency. 


G-E Promotes Roberts 


Charles G. Roberts, manager of 
the electronics division of Inter- 
national General Electric Com- 
pany, New York, has been pro- 
moted to manager of merchandise 
sales of the company. 


Worth to Bendix 


L. F. Worth, formerly with 
Hamilton Mfg. Company, Two 
Rivers, Wis., has been named 


manager of dryer sales of Bendix 
Home Appliances, Inc., South 
Bend, Ind. 
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Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 
market. 


Also Publisher of Beauty Fashion 


Bs 
ty: 


_ GOERKE, Elizabeth, 


_HEARNS, Newark, N. J. 


* Do you realize this market 
contains over 3% million 


people; more than these 14 


cities combined: 


City, Indianapolis, 


mond, Hart ford, Des Moines, 


Spokane, Fort Wayne. 


Kansas 
Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 


“DOLLAR FOR 


WESTERN ELECTRIC COMPANY, New York and New Jer: ey 
RCA, Harrison and Jersey City, N. J. 
HYATT BEARINGS DIVISION, GENERAL MOTORS, Henle: N. - 
CHEVROLET and GENERAL MOTORS, Bloomfield, N. J. 
CURTISS-WRIGHT CORPORATION, Caldwell and Clifton, i 
FEDERAL SHIPYARDS, Kearney, ae Pere 

EASTERN AIRCRAFT DIVISION, GENERAL game on 
FORD MOTOR COMPANY, Edgew: : : 


LAWRENCE AERONAUTICAL CORP. ! 
SIMMONS COMPANY, Elizabeth, N. J. 
CIBA PHARMACEUTICAL COMPANY, Su: 
GENERAL ELECTRIC COMPANY, Bloomfield, N. J. ar 
THE HOME STYLE LAUNDRY, Montclair, N. Je 
HAHNE & COMPANY, Newark, N. J. 
KRESGE-NEWARK, Department Store 
MERCK AND COMPANY, New Je 
WESTINGHOUSE ELECTRIC, N. J. 
PUR-O-LATOR PROD. INC., Newark, N. . 

LIONEL CORPORATION, Irvington, NL J 

» AMERICAN STORES, N. J. 

_ COLUMBIAN LAUNDRY, Newark, | 

ARMOUR & COMPANY, N. J. 


~ COLGATE-PALMOLIVE-PEET COMPat 
_ ATLANTIC & PACIFIC TEA COMPANY, N. 
WALTER KIDDE CORPORATION, N. J. 
THOMAS A. EDISON INDUSTRIES, West Sick, N. J. 


THE INDUSTRIAL GIANTS 
PROVE IT! 


It was the hectic period of V-J Day cele- 
bration. Northern New Jersey’s Industrial 
Giants HAD to get information to their 
workers in America’s Fourth Largest 
Market ... about time off... when to 
resume work... about emergency shift 
changes... about picking up pay enve- 
lopes. The problem, HOW TO DO IT 
BEST? Naturally, they called on WAAT- 
Newark to contact their people, because 
they know: 


WAAT delivers 

more listeners per dollar 
in America’s 4™ Largest Market * 
than any other station— 
including all 50,000 watters! 


970 KC 
NEWARK, 
N. 3, 


(National Representatives: Radio Advertising Co.) 


DOLLAR NEW JERSEY’S BEST RADIO BUY” 
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Air Conditioning 
in Transportation 
Reported Gaining 


Chicago, Nov. 13.—The Refrig- 
eration Equipment Manufacturers 
Association has reported wider use 
of air conditioning recently in the 
transportation field, including in- 
stallation of air dehumidifying 


a | BURTON BROWNE { 
| ADVERTISING  “S 


, 619 NORTH MICHIGAN AVE. 
——— CHICAGO 11+ DEL. 8300 


equipment on trolley coaches in 
Atlanta. 

One automobile maker, the as- 
sociation reports, plans early in- 
troduction of cars with “separate 
motors which both cool the air in 
summer and heat the air in win- 
ter.” Some new’ automobiles to be 
introduced in 1947 or °48 “may 
even have refrigerators for beer,” 
it says. 

Besides the increase in empha- 
sis being given by railroads and 
airlines to improving air condi- 
tioning, bus makers are reported 
installing air conditioning systems 
on new $25,000 luxury buses for 
Greyhound. “New bus line ‘post 
houses’ will contain refrigerating 
equipment for food and drink 
service as well as air condition- 
ing,” the association asserts. 


Gets Cabinet Account 


Royal Maid Kitchen Corpora- 
tion, Brooklyn, maker of metal 
cabinets and sinks, has placed 
Shappe-Wilkes, Inc., New York, 
in charge of its advertising. Busi- 
ness and consumer magazines will 
be used. 


Station WTHT Moves 


Station WTHT, Hartford, Conn., 
has moved to the Factory Insur- 
ance Association building, 555 
Asylumn St., Hartford. Initial 
broadcasts from the new loca- 
tion are scheduled for Dec. 1 when 
WTHT joins the American Broad- 
casting Company network. 


Purnell Heads Publicity 


MacDonald-Cook Company, Chi- 
cago and South Bend, Ind., has 
appointed Fritz Purnell, formerly 
with the Buchen Company and 
Russell T. Gray, Inc., Chicago 
agencies, to head its expanded 
publicity and public relations de- 
partment. 


Names S. Duane Lyon 

Windsor Fifth Avenue, Inc, has 
named S. Duane Lyon, Inc., New 
York, to handle its advertising. 
Newspapers and class publications 
will be used. 


Appoints Kemmerrer 
Kemmerrer, Inc., Hollywood, 
Cal., has been appointed to handle 
the advertising of Theater Spe- 
cialties, Inc., Los Angeles. 
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Lloyd Maxwell, ist vice-pres. of Roche, William & Cleary, Chi- 
cago, president of the Bob O’Link Golf Club for the past two years, 
has been reelected for the ’46 season. And James M. Cleary, an- 
other v.p. of the agency, is a member of the Chicago group which 
flew to London Nov. 17 to boost Chicago as the capital of the United 
Nations. Northerly Island, man-made for the World’s Fair, is the 
city’s offering for the site. . . 

Harold R. Deal, advertising and sales promotion manager of Tide 
Water Associated Oil Co., was honored a few weeks ago by the San 
Francisco adclub for the work he and his Victory Advertising Com- 
mittee did in support of the war effort. . . A surprise luncheon was 
given to E, K. Hartenbower, gen’] mgr. of KCMO, Kansas City, Mo., 
to celebrate his birthday Nov. 2... 

Richard M. Klaus, with WHBC, Canton, O., before entering the 
Navy, has been promoted to lieutenant commander. He is the son of 
Mayo S. Klaus, of Mitchell, McCandless & Klaus, Cleveland trans- 
portation advertising company. .. 

Among adver- 
tising and agency 
men busy quest- 
ing postwar busi- 
ness are Luis G. 
Dillon, v.p. of 
McCann - Erick- 
son, who is on a 
month’s business 
trip to Mexico; 
Arthur Hurd, J. 
Walter Thomp- 
son’s director of 
media research, 
who recently re- 
turned from Ha- 
vana where he 
set up a continu- 
ing readership 
survey for Selec- 
ciones del Read- 
er’s Digest, 
Spanish language edition of the Reader’s Digest; Harry Haus, 
Tangee’s v.p., leaving soon on a South American trip; Charles 
Everett, v.p. and ad mgr. of Le Sonier, on a- three-week junket 
to London; Raleigh Haydon of Nat’l Export Advertising Service, 
has returned to New York after a five weeks’ trip to Cuba, 
Puerto Rico and Venezuela. Oscar E. Schoeffler, Esquire’s fashion 
editor, will soon Clipper back to the States after a month’s visit in 
England and France, and James F. Downey, manager of the Buenos 
Aires office of Business Publishers Internat’l Corp., is in New York 
for a month... 

Mrs. Betsy Blackwell, editor-in-chief of Mademoiselle, won’t be 
the guest speaker, after all, at the 28th anniversary dinner of the 
Women’s Advertising Club of Chicago Nov. 20. Her husband, after 
two and a half years in Europe, is returning that very day. Mrs. 
Wilman Libman Bell, Mademoiselle’s promotion director, is flying 
to Chicago to tell the adwomen what’s new in fashions. . . 

Robert F. Elrick, manager of Pepsodent division’s new depart- 
ment of product testing and market analysis, has been selected 
for inclusion in “Who’s Who in Commerce and Industry.” He was 
honored for his work on new product development research end 
for studies in consumer market measurement, advertising media 
and copy, and sales analysis. . . 

H. T. Ashton, gen’] mgr. of the Lubrite div., Socony-Vacuum Oil 
Co., St. Louis, has been elected pres. of the Twenty-five Year 
Club of the Petroleum Industry, succeeding O. D. Donnell of Ohio 
Oil Co., Findlay. . . Sloane McCauley, mgr. of Branham’s Dallas 
office, and his associate, George T. Harding, were hosts at a 
cocktail party and dinner given by The Braham Co, for members 
attending the annual meeting of the Southwestern Ass’n of Ad- 
vertising Agencies Nov. 9... 

Westinghouse Electric Corp. has given its highest employe honor, 
the Order of Merit, to Edmund N. Bowles, northern district appa- 
ratus sales mgr. of the Westinghouse Electric Supply Co., Mil- 
wau'zee. Mr. Bowles was cited for his “unusual aptitude in solving 
practical problems encountered in the presentation of product 
information, and his interest and ability in aiding students to 
understand the company and its work.” .. 

Christopher Cross, pub. rel. dir. of the British Broadcasting Corp.., 
in collaboration with Maj. Gen. W. R. Arnold, former chief, U. S. 
Army Chaplains, has written a story about Army chaplains called 
“Soldiers of God.” FE. P. Dutton is publishing it. . . Col. Ken R. 
Dyke, chief of Gen. MacArthur’s civil and information section in 
Tokyo, and former ad dir. of Johns Manville, Colgate-Palmolive- 
Peet, and NBC exec., has been promoted to a brigadier general. . . 

Co-chairmanship of the 1946 March of Dimes, nat’l radio div., 
has been accepted by Adrian Samish, v.p. in chg. of programs 
of American Broadcasting. . . More American net news happened 
Nov. 5 when William Wylie, mgr. of the program promotion div., 
became the father of his second child, Anne. . . 

Personnel of McCann-Erickson’s New York office are holding 
an amateur photography exhibit this month, with a contest for 
the best three photos. . . First prize went to Dr. Hans Zeisel, 
research-economist at McCann, for a picture of his daughter, 


SILVER SCENE—Celebrating their respective silver wed- 

ding anniversaries, William C. Gittinger, left, CBS vice- 

president in charge of sales, and Donald W. Thornburgh, 

vice-president in charge of the network's western di- 

vision, cut an elaborate cake CBS executives presented 
to them as a surprise. 


Jean. . Arthur Lee, pres. of Lee-Stockman, Inc., New York 
agency, is dabbling in politics—as acting mayor of Plandome 
Heights, L. I... 


Just off the Ziff-Davis presses is “Radio Sound Effects,” book 
penned by Joe Creamer, WOR promotion dir., and Wm. B. Hoff- 
man of the station’s sound effects dept. . . 

Ens. James B. Iglehart, USNR, son of General Foods Pres. Austin 
Iglehart, and Diane Foster of Evansville, Ind., have announeed their 
engagement. . . 

Lloyd M. Felmly, ed. of the Newark Evening News, gave his 
daughter, Janice, in marriage Nov. 10 to Lt. Richard D. Wurfel, 
AAF. The ceremony was performed in Glen Ridge, N. J... 
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Assails Newsprint 
for Union Papers; 
Policy Defended 


Washington, Nov. 14.—Rep. 
Clarence Brown, Ohio newspaper 
publisher and Republican mem- 
per of the House newsprint com- 
mittee, criticized the WPB today 
for enabling labor unions to pub- 
lish neW Newspapers in communi- 
ties where existing publications 
are strikebound. 

Seizing on a grant of 15 tons 
weexly to a union paper in 
Quincy, Mass., the Congressman 
contended that as a result of the 
WPB policy it is possible for any- 
one with influence in the labor 
ynions to start a paper without 
the necessary expense involved in 
normal competition. 

Discussion of the appeals pol- 
icy arose as the House newsprint 
committee met to form a recom- 
mendation on the fate of govern- 
ment newsprint controls at the 
end of the year. Previously on 
record with a recommendation 
that the controls be lifted, the 
committee is reviewing its stand 
in the light of current informa- 
tion. 


Kerlin-Defends Policy 


Rep. Brown pointed out that in 
two recent instances—in St. Louis 
and in Quincy—WPB has given 
paper to labor unions publishing 
newspapers to serve the com- 
munities in place of their regular 
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ernment policy to help people get 
into the newspaper business with- 
out meeting the normal expense. 
William J. Kerlin, chairman of 
the appeals board, protested that 
grants to the unions did not up- 
set the competitive situation, since 
they terminate automatically 
when the regular newspapers re- 
sume publication. 

He also argued that in granting 
the paper so that the community 
may have its newspaper, WPB 
has not enabled the union to do 
anything that it could not have 
done if the newsprint order did 
not exist. 


Stack Features New Hat 


Featuring a “soft cushioned 
ventilating device made into the 
front of the hat allowing air to 
filter in and out,” the Stack 
“cushion-vented” hat is being ad- 
vertised in newspapers in 15 prin- 
cipal cities. Frank Stack Hats, 
Inc., Norwalk, Conn., is the man- 
ufacturer. Bermingham, Castle- 
man & Pierce, New York, is the 
agency. 


Ludlam Joins Council 


George P. Ludlam, former chief 
of the OWI radio bureau, has 
joined the Advertisng Council as 
radio director supervising the 
radio allocations plan formerly ad- 
ministered by the OWI and now 
under the council’s jurisdiction. 


Joins Art Staff 
Victor Heidorn, formerly with 
Grant Advertising, Inc., has 


joined the art staff of Goldman & 


papers. He asked if it is the gov- 


Gross, Chicago. 


THE 
© DO WHEN PLANNING AN AD 


It may be a dramatic appeal, a beautiful 


‘emenber, you are entering a fight for the 

8 attention. 
busy guy... 
penings. 


has no time for long 


tch his eye quickly ... 
we, work fast... 


or you don’t. 
or your ad’s @ 


ut like the crack of a pistol. An 


ATCHER to stop him. 
© ts down his guard... you lg 
ening . . . then shoot the works — 


* * . * 


cir job to plan new EYE*CATCHERS 
1 every month, 


FIRST tninc 


blond, an awkward situation, a screwball 
face, or just a plain shock-value something 
that readers will stop and look at. 


ang a. a a Nate | for advertisers 
- helping to make ads 
tion free on request. 


that vt F-A-S-T!" 
No ations. No salesmen. 
Ww: 


FREE! Proofs and details of money 
Fn now. 


saving $6-per-month subscrip- 
EYE* CATCHERS, Ine. 


10 E. 38th St 
New York 16 


TA ROSIN 


Haneel Names Western 


The Haneel Company, Los An- 
geles, parent organization of 
Plastic and Rubber Products Com- 
pany, has retained Western Ad- 
vertising Agency, Los Angeles, to 
handle national advertising, sales 
promotion, merchandising and 
publicity. 


Pal Blade Names Ide 


Board Chairman 


Knox Ide, former president of 
American Home Products Corpo- 
ration, has been elected chairman 
of the board of Pal Blade Com- 
pany, New York. He also will 
serve on the finance and operating 
committees of the company, its ad- 
filiates and associates in this coun- 


try, Canada and South America. 

Mr. Ide will continue as general 
counsel to American Home Prod- 
ucts, a director and a member of 
the executive, finance and opera- 
tions committees. 


Two to Allen & Reynolds 


Joseph F. Murphy, previously 
director of public relations of the 
Glenn L. Martin-Nebraska Com- 
pany, Omaha, and before that in 
charge of advertising courses and 
publications at Creighton Univer- 
sity, has joined Allen & Reynolds, 
Omaha agency, as director of 
marketing and research. Jack 
Anderson, previously assistant to 
Mr. Murphy, has joined the 
agency as head of accounts serv- 
ice. 
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Kuris to Gravenson 


Gravenson Company, New York, 
has been appointed to direct the 
advertising, sales promotion and 
publicity of Jack Kuris, New 
York, manufacturing jeweler. 
Business papers, coordinated with 
consumer and_ point-of-purchase 
promotion on a nationwide scale, 
will be used. 


“THE 775 SHOP, ine. 


Chicago 5.1 linois 


4231 S. Dearborn St. 


Folger's Coffee 
Old Dutch Cleanser 
H. J. Heinz Company 


Oakite 
Canada Dry 


next schedule. 
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KNOW IT. 
TIMES-DEMOCRAT SPACE IN 1945 


Standard Oil (Indiana) 
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THESE AND OTHER LEADING ADVERTISERS 


THAT'S WHY THEY'RE USING 


Kellogg's All Bran 

El Producto Cigars 
Pillsbury Flour 
Continental Oil Co. 
Heileman's Old Style 


Lager Beer 


DAVENPORT, 


IOWA 


Pabst Blue Ribbon Beer 
United Air Lines 

Hilex 

Falstaff Beer 

National Biscuit Co. 
Dutch Masters Cigars 


The fact that 305 national advertisers have already scheduled space this 
year in the Times-Democrat proves these papers are a must in reaching 
this prosperous, active market of over 200,000. For years, the list of those 
using space in the Times-Democrat has read like a “WHO’S WHO” of 
successful advertisers. Be sure to include the Times-Democrat on your 


memember The Times-Democrat are essential if you don’t want to miss 


the largest and wealthiest of the Tri-Cities and the shopping heart of the 
entire trading area. Remember, too, that only the Times-Democrat have 
substantial home delivered circulation in all three cities and the surround- 
| ing rural areas of both Iowa and Illinois. 


MOLINE, ILL. 
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Headley-Reed Moves 


Headley-Reed Company, radio 
representative, has moved its De- 
troit offices from the New Center 
building to the Penobscot build- 
ing. 


Heads Willys Farm 
Implement Division 


George M. Newlin, former man- 
ager of Corium Farms, Wisconsin, 
and. Cesor Farms, Michigan, has 
been placed in charge as assistant 


director of sales for a new agri- 
cultural and special farm imple- 
ment division of Willys-Overland 
Motors, Inc., Toledo, O. 

An educational program on use 
of the company’s new civilian 
Jeep will be carried out. 


Cabot Elects President 


William H. Coffman has been 
elected president of Cabot & Co., 
a general advertising agency, 
which has opened offices in the 
Fulton building, Pittsburgh. 
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Ir you want your sales message to reach fertile 
minds —not just circulation—then you want the 
wide-open, idea-seeking minds of Popular 


Vechanics’ over 2,500,000 men readers. 
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Travel Officials 
Told Vacationers’ 


Ills to Continue 


Chicago, Nov. 15.— Railroad, 
bus and airline officials empha- 
sized shortages of their facilities 
for handling vacationers, includ- 
ing those desiring to travel next 
summer, at the annual meeting 
this week of the National Associa- 
tion of Travel Officials. 

S. G. Tipton, acting president, 
Air Transport Association of 
America, pointed out that the na- 
tion’s airlines on Dec. 1 will again 
sell air transportation through 
travel agents on a commission 
basis, thereby adding more than 
1,000 sales outlets to the approxi- 
mately 500 ticket offices of the 
airlines. He indicated, however, 
that addition of new faster air- 
planes will not meet demands for 
air passenger accommodations be- 
fore mid-1946. 

Railroad and bus Officials indi- 
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cated that the transport conges- 
tion will not be much eased until 
late next summer. 


Provides Much Employment 


Don Thomas, president of the 
association, and managing direc- 
tor of the All-Year Club of South- 
ern California, emphasized that, 
on the basis of a prediction by 
the American Express Company 
that “income from travel for the 
first full year after travel condi- 
tions return to normal would be 
$10 billion,” 2,412,000 persons in 
the nation will obtain employ- 
ment as a result of the tourist 
trade. 

“Travel is no longer a pastime 
for the rich,” he said. “Money 
spent in tourist travel in 1939 
represented 7% of the national 
income — more than Americans 
spent for motor vehicles that year. 
It was twice our exports. 

“We have been bowing to 
smokestacks for so long in this 
country—and I don’t mean to dis- 
parage industry —that we have 


failed to take notice of the fields 


in which most of our people are 
employed. . . Tourist dollars ar, 
job-creating dollars. Let’s gq 
that fact over to the nation ang 
to our communities.” 


Steel Company Shifts 


Willard S. Briscoe, previously 
with Bethlehem Steel Company jp 
the Baltimore district, has bee, 
appointed head of the publica. 
tions division for Bethlehem jy 
San Francisco, succeeding M. p 
Salisbury, who returns to the sep. 
eral offices in Bethlehem, Pa., a; 
head catalog writer. Gordon 
Dent has been named assistant to 
Mr. Briscoe. 


Plans Radio Conference 


“Radio in Transition” will be 
the theme of the Fourth Annu} 
Radio Conference when radio ex. 
ecutives meet at Norman and 
Oklahoma City, with the Univer. 
sity of Oklahoma as host. Sher- 
man P. Lawton, director of radio 
at the university, will be ip 
charge of organization, with the 
first week in March set as the ten- 
tative date for the meeting. 
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tas sport fans are a tremendous 
audience. That’s why WJW has built 
the greatest SPORTS schedule in 


Cleveland. 


DAILY ... The Shell Oil Company 
features SPORTS in their Shell 


Digest. 


DAILY . . . Texaco presents a late 
evening round-up of SPORTS... 


SUNDAY ... Bryant-Heater follows 
the Cleveland Rams to bring Cleve- 
landers the play-by-play... 


SATURDAY .. . Texaco broadcasts 


the outstanding college football 
game of the week. 


FRIDAY . . . Gillette Fights... 


THURSDAY ... Chisholm Boot 
Shops Inc. presents Pat Patterson 


talking about ALL OUTDOORS ... 


MONDAY .. 
» oe 


WEDNESDAY ... Mail Pouch To- 
bacco’s, FISH AND HUNT CLUB. 


. Adam Hat Fights... 


when Cleveland sport fans 
go into a huddle you can be sure 
they’re listening to WJW... 
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SSAGE FROM MEMPHIS’ LEADING MERCHANTS REGARDING 
THE DISTRIBUTION OF MYLON STOCKINGS 


an (ponTANT ME 
a 


MEMPHIS PLAN FOR 
SeLLING NYLON Hose 


~T 


no oe em oe Tha the MEMPHIS PUAN Jor 


_ | Selling Nylons 


SYSTEM—Memphis merchants ran this 
full-page newspaper ad to explain 
their plan for fair distribution of nylon 
stockings. The coupon, mailed to a 
store, provides the consumer with a 
card telling her on what date she may 
present the card and buy one pair of 
the stockings. 


Audio Appoints Hill: 
Young Joins Agency 

Audio Devices, Inc., maker of 
Audiodiscs, recording blanks for 
radio stations, recording studios, 
schools and home recording, has 
appointed Hill Advertising, New 
York, as its agency. National edu- 
cational and trade _ publications 
will be used. 

Clifford Young, for 10 years on 
the advertising staff of Butler 
Bros. and more recently with 
Jackson & Co., has joined the 
agency as account executive. 


Issues Employe Book 


Designed to establish cordial 
relationships between the em- 
ployer and his employes, a quar- 
terly publication called ‘“Sicks’ 
Enterpriser’” is being published 
by Sicks’ Brewery Enterprises, 
Spokane, Wash., brewer of Rainier 
beer. Done in color, the booklet 
contains articles on employe ‘“do- 
ings’ and on the company. West- 
ern Agency, Inc., Seattle, handles 
the account. 


Measures Negro Market 


The Pittsburgh Courier, Negro 
newspaper, has commissioned Sul- 
livan-Rayhawk, market research 
agency, to make a study of the 
Negro market in the greater Pitts- 
burgh area. Testing the buying 
habits of this market, the survey 
will cover groceries, electrical ap- 
pliances and automobiles. 


Plans New Building 


Distillation Products, Inc., 
Rochester, N. Y., manufacturer of 
vitamins and other concentrates, 
tas completed plans for construc- 
hon of a new $750,000 manufac- 
turing unit. The company is 
owned jointly by General Mills, 
Inc, and Eastman Kodak Com- 
pany. 


500,000 


STOCK PHOTOS 


5 S. WABASH AV 
- CHICAGO. phe 


Bishop Freezer 


Campaign Begins 

Champaign, Ill., Nov. 13.—R. H. 
Bishop Company, previously in the 
commercial air conditioning field, 
has begun production of the 16- 
cubic foot Bishop food freezer, 
which it will start advertising next 
month. 

The campaign will include news- 
papers, magazines, radio, direct 
mail, and dealer displays. Inser- 
tions in December issues, with 
copy pointing out that the large 
freezers are now available, will 
appear in American Home, Better 
Homes & Gardens, Capper’s Far- 
mer, Country Gentleman, Farm 
Journal, Outdoor Life, Prairie Far- 
mer, Successful Farming and Wal- 
laces’ Farmer. Other publications 
will be added as production in- 
creases. 

The Bishop freezer is divided 
into five compartments, has a 
single cover, provides about 35 
square feet of freezing surface and 
accommodates from 500 to 700 


pounds of food. The freezer, the 
only one Bishop will make, will 
be handled through distributors 
east of the Rockies. 

The company and its agency, 
William H. Kinsall & Co., Bloom- 
ington, have prepared an extensive 
sales training program, based in 
part on a “deluxe dealer-con- 
sumer” sales manual, 


Meanor Shifted 


Anson C, Meanor, who has been 
engaged in sales work on McGraw- 
Hill aviation papers out of the 
Chicago office, has been assigned 
to American Machinist and Prod- 
uct Engineering. 


Joins ‘Parade’ 

Clyde Vortman has resigned 
from Brooke, Smith, French & 
Dorrance, Detroit, to join the De- 
— office of Parade Publication, 
ne. 


To Open Branch Stores 
Younkers department store, Des 


Moines, Ia., has revealed plans 
to establish 10 or 12 branch stores 


in the state. 


-»» MANUFACTURERS... 


Many manufacturers—especially the smaller firms—have a good 
selling item for which they would like to establish national sales. 
Some of them have held back because they felt they did not have 
the resources for launching a national campaign. 

But hundreds of manufacturers have successfully established them- 
selves on a national scale with sales running into very large 
volume annually—starting from scratch and with a very low 
promotional expense. 

There is now available to interested manufacturers without cost or 
obligation a new booklet “Quickest Way to National Sales’? which 
fully explains the methods used by these successful manufacturers 
to establish themselves. These methods are equally applicable 
whether you want sales to dealers or direct to the consumer. 


. - ADVERTISING AGENCIES. . 


This booklet is also available to interested Agencies and it may 
we pe Age 4 freer serve their Clients by recom- 
mending S proved me rs) stribution and tti 

quickly established with nation-wide sales. — 
When writing for this FREE booklet please give name of firm i 
full and the name and title of the aalaalite te whom the booklet 
is to be sent. Address— 


SPECIALTY SALESMAN MAGAZINE 
Dept. AA, 307 No. Michigan Ave. 
CHICAGO 1, ILL. 


The signatures on the victory parch- 
ments are dried. History, dipping its 
quill in hope, writes finis to war. 


In the light of such blessings we are 
asked to “subscribe” to the 8th Victory 
Loan. Now, all of us know that it is 
far more than a good investment— more 


than the final privilege of its kind. 


We know that it is our personal expres- 


THE BIGGEST THING IN THE WORLD CAN BE A PIECE OF PAPER 


VICTORY 


as ut! 


on us? 


sion of reverence for those who fell— 


it is our respect for the tears of those 
who mourn them. We know that it is 
the happy home-coming of millions of 
gallant fighters. It is freedom from 
dread headlines, and the blood, sweat 


and tears of war. 


It represents a brighter, safer future for 


8TH AND FINAL 


and Antique. 


youngsters who greet us when work is 
done. It is the quiet satisfaction of the 
war worker who gave his utmost in 
emergency. It is the inner comforting 
feeling of a nation whose way of life 
has been preserved. 


Could any American go less than the 
very limit in this 8th Victory Loan, 
considering all that has been bestowed 


We don’t think that anyone will. 


Included in Oxford’s line of quality printing 
and label papers are: Enamel-coated — Polar 
Superfine, Mainefold, White Seal, Rumford 
Enamel and Rumford Litho C18; Uncoated 
— Engravatone, Carfax, Aquaset Offset, Du- 
plex Label and Oxford Super, English Finish 


VICTORY LOAN—OCTOBER 29 TO 


OXFORD 
PAPER 


COMPANY 


230 Park Avenue, New York 17,N.Y. 


MILLS at Rumford, Maine and 
West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 
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New Businesses 
May Set Record 


Washington, Nov. 14.—The 
“Back into Business” trend has 
been so strong during 1945, De- 
partment of Commerce indicators 
show, that the total business pop- 
ulation may approach or even 
reach its prewar peak before the 
year is finished. 

While figures are available only 
for the first three months of this 
year, the department is sure that 
the trend has gained momentum, 
and that a minimum net of 300,- 
000 new businesses will be oper- 
ating by the end of December. 

This 300,000, together with an 
increase of 160,000 that took place 
in 1944, would be within 80,000 
of recovering the ground that was 
lost in the early war years. 

Revival of interest in business 
ownership is assigned to improve- 
ment in supply conditions, de- 
cline in war industry employment 
and reduced rate of military re- 
quirements. 

Of the 250,000 additional busi- 
nesses recorded during 1944 and 
the first quarter of 1945, 140,000 
were in the retail trades. Many 
of the others were in service 
trades. 

The transportation-communica- 
tion-public utility group, whole- 
sale trade and finance-insurance- 
real estate group shared in the 
general increase. Manufacturing, 
construction and mining regis- 
tered declines. 


Prints Tractor Data 


Chek-Chart Corporation, Chi- 
cago, compiler of automotive serv- 
ice information, has issued the 
1945-46 edition of “Farm Facts 
and Figures,” containing a census 
of tractors by counties and states 
and other data on farm imple- 
ments and crops, originally pub- 
lished by Implement & Tractor. 


WRNL Sells 


Merchandise 


NIGHT & DAY 
910 KC 

‘4 $s eres Soa et at 

WARD PETRY & CO. INC, 

TIONAL REPRESENTATIVES 


SSR See aa Sates Stee Ba ea 


Craighead to Bendix 


Norwood D. Craighead has been 
appointed retail merchandising 
manager to direct both the sales 
training and merchandising pro- 
grams of Bendix Home Appli- 
ances, South Bend, Ind. He was 
formerly with Ross Roy, Inc., De- 
troit, as account executive on the 
Bendix account. 


Allis-Chalmers 
Opens Pilot Plant 


Allis-Chalmers Mfg. Company 
has opened a basic pilot plant in 
Milwaukee to enable processors to 
run tests on ores, non-metallic 
minerals and bulk synthetics, wood 
fibers, flour and food products. 

Dr. J. T. Rettaliata, who re- 
cently became director of the 
mechanical engineering depart- 


ment of the Illinois Institute of 
Technology, will continue his 
Allis-Chalmers association as con- 
sultant on gas turbine develop- 
ment and similar problems. 


Plan World Trade Unit 


Representatives of chambers of 
commerce of San Diego, Oakland, 
San Francisco, Los Angeles, Se- 
attle and Portland, Ore., plan to 
call an 1l-state meeting next 
March to form a world trade com- 
mittee to serve civic organizations 
in western states. 


Brisacher Ups Two 


Charles H. Gabriel has been 
named treasurer, and Weston H. 
Settlemier, secretary, of Brisa- 
cher, Van Norden & Staff, San 
Francisco. Both have been senior 
account executives with the 
agency. 
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Milk Producers, 
Handlers Approve 
Statewide Plan 


San Francisco, Nov. 13.— Pro- 
ducers and handlers of milk in 
California have approved the 
financing of a statewide adver- 
tising, education and_ research 
program for the state’s dairy in- 
dustry that is expected to reach 
$375,000 annually. 


Legislative Act Permits 

The program was made possible 
by an enabling act passed by the 
state legislature, providing for a 
tax on butterfat, if and when 65% 
of the producers and handlers ap- 
proved such a measure. 

Designed to meet postwar prob- 


1945 


lems of the California dairy 
dustry, the program will be 
nanced through an assessmen: 
producers and handlers of % 
per pound of milk fat prod 
during October and May. 


Directs Night Study 


Dr. E. P. Partridge, directo, .; 
research for Hall Laborato, jc; 
has been named to supervise jh¢ 
night-study plan for employe: 9; 
Hagan Corporation, Pittsburgh 
specialist in combustion contro) 
of boilers, and its subsidiarie< 
Hall Laboratories and Calgon 
Inc. Under the plan, the com. 
pany, realizing the need for more 
scientifically trained personne) 
pays half the cost of night schoo) 
courses for employes, and has 
agreed to pay the remainder oy 
attainment of a degree. 


Analyse 


industrial market show 28,215 metalworking 
plants. About 11,000 of these plants account for 
96% of the entire output of the industry. The other 
17,000 plants represent 4% of the industry output. 
Given your choice, you would prefer to concentrate 
your advertising on the plants that do the real volume 


the Market 


Latest government figures on the world’s largest 


—— 


of business. This calls for selective coverage. Only a 
business paper which does a thorough-going market 
analysis job of its own can deliver selective coverage. 
If you have ever seen STEEL’s comprehensive study 
of the market, you can readily understand that cover- 
age based on this widely discussed study is selective— 
and that STEEL is reaching the worthwhile market. 


Determine Plant Coverage 


Weasure the Sales Possthilities 


What size plants are reached (and equally 
important, what size are the ones not reached)? 
This indicates the thoroughness and scope of the 
selective coverage. There are two measures avail- 
able—employment and capitalization. STEEL not only 
breaks down its coverage by these measures, but breaks 
down the entire metalworking market, so you can see 


what part of the market you reach through the pages 
of STEEL. More than that, you can measure the buying 
possibilities for your products among STEEL’s readers 
by checking what they make—or what operations they 
perform. This data is even available by size of plants 
to show the proportion of the market reached by STEEL. 


Total circulation figures give no hint of the 

number of plants covered. They indicate number 

of copies. You want to know how many plants 

are reached—and where they are located in 
order to determine the effectiveness of the plant cover- 
age. STEEL not only gives you a count of plants 
covered, but shows how its plant coverage parallels 
the geographical location of the industry. 
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‘Shanghai Post’ Resumes 


m 


of 
in 
lic 


Cal 


pl 


‘he Shanghai Evening Post, for 
ny years before the war one 
the leading American dailies 
the Orient, has resumed pub- 
tion in Shanghai. The Ameri- 
edition will continue to be 
plished weekly in New York. 


Appoints Silberstein 


ne 
Sil 
New 
tis 


Young-Quinlan Company, Min- 


polis, has appointed Alfred J. 
erstein-Bert Goldsmith, Inc., 
York, to handle its adver- 
g. Fashion magazines will be 


use 1. 


Two Name Amos Parrish 


Ma Ss, 


lymold Corporation, Lawrence, 
modern furniture, and 


Kresge Department Store, New- 


ark, 
rish 
han 


have appointed Amos Par- 
& Co., Inc., New York, to 
dle its advertising. 


Studebaker Truck 
Division Backed 
by 4-Way Drive 


South Bend, Ind., Nov. 13.— 
Supplementing regular advertising 
promoting its passenger automo- 
biles, Studebaker Corporation is 
currently engaged in a four-way 
promotional program in behalf of 
its truck division. 

First and foremost, four-color 
full-page ads in general maga- 
zines and trade _ publications, 
through Roche, Williams & Cleary, 
Chicago, for Studebaker trucks are 
being devoted to a campaign de- 
signed to stimulate public de- 
mand for corrective action on 
urban traffic congestion. Copy de- 


vised to stimulate community 
traffic planning stresses the un- 
fortunate position of truck drivers 
held up by congested traffic, and 
also shows how the general pub- 
lic is hurt by poor traffic condi- 
tions in urban centers. The series 
follows Studebaker’s previous 
campaign for safe driving, also 
made in behalf of the division. 
Secondly, Studebaker has de- 
veloped a 40-page promotional 
booklet, “Truck Selling Simpli- 
fied,” as an aid to its passenger 
car dealers, who sell about 80% 
of the company’s trucks. In ad- 
dition, an extensive dealer hous- 
ing campaign is being conducted, 
with attention being given to ade- 
quate facilities for truck service 
and repair in the dealers’ estab- 
lishments. The program includes 


the use of nine direct mail pieces, 
two of them large plastic-bound 
brochures. 

Finally, a booklet has been pre- 
pared pertaining to benefits for 
veterans under the so-called G.I. 
Bill of Rights. It outlines to deal- 
ers how they may recruit, employ 
and train new service personnel. 


To Hold Home Show 


Eleven southern California 
building trade associations and the 
Los Angeles Chamber of Com- 
merce will sponsor an exposition 
at the Pan-Pacific Auditorium, 
July 12-21, 1946, to present new 
developments in building mate- 
rials and processes and show new 
appliances and furnishings. Man- 
agement of the trade group’s ac- 
tivities is directed by the Tabery 
Corporation. 


Check the Wen Whe Read 7 


Who specifies and buys your type of products? 
Which men are important to you? How many 
of your prospects and customers have selected 
STEEL as their regular source of metalworking 
news and information? Industrial buying is influenced 
by a key group in each plant—management, engineer- 
ing, supervisory and purchasing officials. STEEL shows 
what percentage of these groups it reaches, by title— 


and by size of plant. 


(For an 


Study the Editorial Jot 


Does it provide timely, current news... engi- 


news... 


neering and operating information . .. market 
of interest to men who should be 

interested in your products? STEEL is a weekly 
... authoritative ... timely. It has the largest staff of 
full time editors of any business paper in the industrial 


field. Operating men rely upon its engineering section 
for new ideas, new methods. Purchasing officials use 
its market section in their daily activities. 


of the world 


largest industrial market—and how 


STEEL 
Penton Building 
Cleveland 13, Ohio 


STE FE 


The Mm. * 
egerzine of Metalworking oad Metalproducing i 3. 


L. 
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‘Post-Dispatch’ Issues 
12th Annual Directory 


The St. Louis Post-Dispatch, 
through its Chicago office man- 
ager, E. M. Roscher, has issued 
|its latest directory of Chicago ad- 
vertising agencies, publishers’ and 
radio station _ representatives, 
travel ticket offices, radio stations 
and publications and organiza- 
tions in allied fields. 

The copyrighted card, acquired 
in the early °30s by the Post- 
Dispatch, lists more than 190 pub- 
lishers’ representatives and more 
than 100 advertising agencies. 


Forms Consulting Service 


R. J. Caire, formerly in charge 
of advertising and sales promo- 
tion of Higgins Industries, New 
Orleans, has organized Caire En- 
terprises, a consulting service on 
merchandising engineering. 
“Salesfact,’ a system of forms 
and questionnaires, originated 
and copyrighted by Mr. Caire, 
analyzes the fundamental prob- 
lems existing in a commercial or 
industrial organization, and will 
be the basic step in the operation 
of Caire Enterprises. 


A $500,000,000 
A YEAR MARKET — 


The industrial relations officer oper- 
ates a budget of his own and is 
consulted on all purchases which in- 
volve the welfare of employees. 


You will find INDUSTRIAL RELA- 
TIONS MAGAZINE on his desk each 
month in most of the larger plants, 


Industrial 
Relations 


Your message in this Dartnell pub- 
lication will reach the executive 
who instigates most of the improve- 
ments directly or indirectly bearing 
on safety and plant working condi- 


tions. 


Management’s eyes are focused on 
postwar labor relations. INDUS- 
TRIAL RELATIONS editorializes 
these red-hot problems in a realistic 


manner. “How-to” copy has helped 
establish the magazine as the em- 
ployer’s guide to a better under- 


standing with employees. 


Sample copy, rate card and 
bound brochure covering pub- 
lishing field and policies may 


be had by mailing the coupon 
below. 


DARTNELL CORPORATION 


4660 Ravenswood Avenue + Chicago 40, Illinois 


Send free sample, 
outlining publishing field and policies. 


rate card and brochure 


| Name 


Position 


Company 


Street 
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Client Wants 
Permanent 
Adv. Agency 


This well established Chicago concern 
is amply financed, aggressively directed, 


and advertising minded. Billings have 
been between $25,000 and $50,000. There 
are definite prospects of early expan- 
sion, which would be speeded by the 
right agency. An agricultural ck- 
ground and experience in the field of 
poy and livestock nutrition would be 
elpful. 


We are not looking for advance artists, 
but for an es with vision to recog- 
nize an opportunity, and an inclination 
to pitch in and help develop it. We 
have salesmen, distributors, office and 
production: employees who have been 
with us 10, 15 and 20 years. We would 
like the kind of advertising agency 
service that leads to permanent rela- 
tionships. Box 6318, Advertising Age, 
100 E. Ohio St., Chicago I!, Illinois. 


Planning a 
Chicago Office? 


Duo of young Chicago adver- 
tising men, with broad and 
thorough experience in all 
agency and company adver- 
tising and public relations, 
will consider proposals from 
established agency desiring 
Chicago branch for service 
purposes on existing or new 
accounts. Have interesting, 
practical slants on plus fac- 
tors in agency service. Want 
liberty to develop substantial 
new business. Now holding 
highly responsible positions. 
Your inquiry held positively 
confidential. 

Box 6314, Advertising Age 

100 E. Ohio St. 
Chicago 11, Ill 


a 


Wanted,” “Representatives 


lines. Terms cash with order. 
publication date. 


The Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions 
Wanted,” 
50 cents a line, minimum charge $2. 
and spaces per line; light body face 34 per line. 


and “Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Wednesday noon preceding 
Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


COPYWRITER, b. & w., radio 10,000 
COPYWRITER, automotive... 10,000 
ADV. MGR., indus. exp....... 7,200 


ILLUSTRATOR, layout agcy. 6.500 
ARTIST, indus. drawings, and 
EAFOUC; ROOMS 6 cs Kn.ca Vises 5,200 


FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 


Make your own future. Production 
manager needed, small but growing 
New England agency. Long produc- 
tion experience unnecessary; vet- 
eran preferred; some layout or art 
background, interest in learning ad- 
vertising desirable. Must be will- 
ling, adaptable. Write giving train- 
ing, experience, references, salary. 

Box 7781, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SALES REPRESENTATIVE 
fifteen years established contacts 
with construction field. Architects, 
Engineers and General Contractors, 
also Industrial Maintenance ac- 
counts in Eastern Penna., S. New 
Jersey and Delaware; can handle 
additional lines, preferably new idea 
and product promotion. 

Box 7774, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


YOUNG COPYWRITER WANTED! 
Nationally known firm offers excep- 
tional opportunity to a youne man 
who can write good hard hitting 
copy for peer articies in trauc 
papers, Direct Mail pieces and other 
promotional literature. Will di- 
rectly assist Sales Promotion Man- 
ager and will start at $4000 to $4500 
depending on his ability and past 
experience. Fine opportunity for 
advancement. Send photo and give 
full details, in letter addressed to: 
Box 7788, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Layout and Copyfitting Expert for 
production job. Prefer book or cat- 
alog experience. Give details. Good 
salary. Chicago. 
Box 7795, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


-|be useful. 


We need at once a young service 
man with public relations and ad- 
vertising background to supervise 
and WRITE public relations, and 
WRITE advertising. Exciting man- 
ufacturing business with unlimited 
future. Ideas will pay off. Salary 
based on ability and experience. 
Box 7770, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


WANTED 
ADVERTISING MANAGER 

to direct all advertising activities 
of nationally known company with 
over 300 local offices and advertis- 
ing budget running into seven fig- 
ures. A splendid opportunity for 
the kind of manager who wants his 
advertising to produce immediate 
sales. Not a mail order business 
but mail order experience should 
Good salary and fine fu- 
ture for right man, age 35-45. Lo- 
cation Chicago. Replies will be 
held strictly confidential. 

Box 7787, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


COMMERCIAL ILLUSTRATOR 
We want a good illustrator capable 
of working in black and white or 
color. This is a studio job. Phone 
Wabash 1057 for appointment. If 
out of town submit samples by mail. 

COOLIDGE-ZEMLICK-BALCH 
23 E. Jackson Bilvwd., Chicago, Ill. 


Asst. Production Manager 
Exceptionally good salary, splen- 
did opportunity for advancement 
with progressive, growing advertis- 
ing agency. We want a man or 
woman experienced in the buying of 
printing, printing plates, paper, etc., 
and thoroughly familiar with agen- 
cy production problems. Phone 
DELaware 8300 or write for ap- 
pointment. Burton Browne Adver- 
tising, 619 North Michigan Ave., 
Chicago 11, Ill. 


Media Director 
Exceptionally good salary paid for 
a top grade, experienced Media Di- 
rector by a progressive, growing 
advertising agency using all types 
of media. We want a man thor- 
oughly familiar with all phases of 
this work. Phone DELaware 8300 
or write for appointment. Burton 
Browne Advertising, 619 North 
Michigan Ave., Chicago 11, Illinois. 
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Here’s the first post-war report on Wichita—Top City of the 
United States in Sales Management’s monthly survey of “High 
Spot Cities” retail sales. 


Yes, Kansas’ Richest Market, second only to San Diego for many 
months, now has a retail sales index of 368.5, leading the list by 
12 points, in Sales Management’s comparison against 1939 Sales. 
Compared to the nation’s average today, Wichita’s index is 215.5%. 


How does Wichita do it? Ask any of the sixty-four advertisers 
who use that Selling Station, KFH, to reach the “buyingest” 
market in the nation. 


Kf 


WICHITA 


WICHITA IS A HOOPERATED CITY 


Advertising Age, November 19, 19. 


HELP WANTED 


MISCELLANEOUS 


TWO Top-Flight 

Agency COPYWRITERS 
If you’re looking for a real oppor- 
tunity with a medium size, well- 
known, rapidly growing Chicago 
advertising agency .- an agency 
with a truly remarkable potential 
. .. then here’s where real writing 
ability and broad agency experience 
will fit to your best advantage. One 
of the two men we need should 
have some agricultural copy expe- 
rience, while both should be experi- 
enced on both consumer and indus- 
trial accounts. Phone Frank Tyson, 
DEL 8300, for appointment. 


COPYWRITER with 
perience for mid-west, old estab- 
lished medium size agency. Work 
directly with principals. Opportu- 
nity to grow. Give details includ- 
ing salary expected. 

Box 7789, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


industrial ex- 


WANTED—ASST. EDITOR & Writer 
By a well established Catholic week- 
ly newspaper. Congenial working 
conditions. Initiative reqiured. Com- 
pensation based on ability and ex- 
perience. 

Box 7797, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


ADVERTISING MANAGER 
Seeks permanent position with sales 
minded manufacturer or aggressive 
department store located West of 
Chicago. Can write convincing, 
persuasive copy ... thoroughly ex- 
perienced in layout and production. 
Knows printing. Experience in- 
cludes 3 years mail order—2 years 
agency—over 2 years as advertising 
and sales promotion manager with 
leading hardware manufacturer. Age 
32; married; 2 children; $3900 com- 
mensurate with present salary. 

Box 7773, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


TOP COPYWRITER 
Strong on campaigns and _ ideas. 
Good, varied, top-agency writing 
experience. Big or little town. Seek 
opportunity where brain-work will 
count. Want to hear my story? 
Box 7790, ADVERTISING .AGE 
106 E. Ohio St., Chicago 11, Ill. 


Leading Cartoonist Available 
Just returned from the wars, this 
holder of many readerships records 
is now available for commercial 
sponsorship. Cartoon art and humor 
tailored to your client’s needs. Now 
attract more readers per advertis- 
ing dollar than ever before. Small 
space use a specialty. Inquiries in- 
vited from everywhere. 

Box 7791, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y¥ 


ADVERTISING EXECUTIVE 

12 years with prominent Chicago ad 
agency. Thorough knowledge of 
publication, direct mail, point of 
sale advertising. Knows copy, pub- 
licity, production, editing, personnel 
management. World War 2 Army 
Captain. Available Nov. -26. 


HOW CAN YOU USE HIM: 
General Manager of Agency 
Advertising Manager 
Sales and Advertising Manager 
Assistant to President. 
Box 7793, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Attractive, adaptable and creative 
young lady with seven years expe- 
rience in all phases of publishing 
and trade journals desires a writing 


and traveling position. Adv. agcy. 
exp. 
Box 7796, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


EDITOR—Discharged Navy _ officer 
seeks magazine editorship. Experi- 
ence includes four years foreign cor- 
respondent major press association; 
three years national magazine; two 
years metropolitan dailies; well- 
grounded art, layout, photography, 
public relations. Top references. 
College graduate, 31 married. 

Box 7399, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COMMERCIAL ARTIST 
Interested in obtaining a perman- 
ent position with agency or manu- 
facturer. Experienced in layout, let- 
tering, design and finished art work. 

Box 7798, ADVERTISING AGE 
330, W. 42nd St., New York 18, N. Y. 


REPRESENTATIVE AVAILABLE 


EASTERN ADVERTISING SALES 
REPRESENTATIVE AVAILABLE— 
experienced—live - wire — complete 
office facilities and territory cov- 
erage. Interested in general or trade 
publications. Commission. Age 365. 
—Married. 
Box 7799, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 
Private party wants to buy Winsor 
Newton brushes Nos, 1, 2, 3, 4. Write 
‘Umiand, 1515 Arc Way, Burlingame, 
California. 


BUSINESS PAPER 
SALESMAN 


We have an opening for a salesman to 
work out of New York. Previous space 
selling experience is most desirable but 
"space peddling" will not be considered 
as real sales experience. This job re- 
quires more than the knowledge of how 
to read a rate card and a circulation 
statement because such ‘'knowledge’’ will 
not get out of this territory the volume 
we expect in the industrial development 
before us. Real sales skill is needed to 
reach the mark we have set on this oppor- 
tunity. The salesman selected will be asso- 


ciated with other men of this type on a 
well-established business paper. Write Box 
6317, Advertising Age, !00 E. Ohio St., 
Chicago I1, Illinois. 


Advertising with Atomic Sell\,. 


Power! Need original ideas? N. ; 
slant? Fresh approach? Selling 
copy! Rough layouts. Merchand 


ing plans. Writers with agency . 
perience. Free-lance only. 
Box 7794, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [)) 


ADVERTISING ENGINEER 


Can handle another acct. Co; 

layouts on direct mail, pub. ao. 
Agency ad. mgr., and mfg. engre 
experience. Grad. engr. Mr. Joh»- 


son, Superior 7030, Chicago. 


WANTED 


Account Executive 
Asst. Account Executive 


1. Must be creative men 
with ideas and capable 
of writing very good 
copy. Also personality to 
contact clients. 


2. Please make application 
complete in first letter 
giving education, experi- 
ence, age, salary bracket, 
photograph and samples. 
No interviews granted 
until after application let- 
ter and samples have 
been received. Replies 
held strictly confidential. 


Box 6315, Advertising Age 
100 E. Ohio St. 
Chicago 11, Il. 


Wanted 
Advertising 
Production 
Executive 


With national dealer. Must 
be capable of producing, 
supervising and criticising 
point-of-sale materials, as 
well as coordinating with 
advertising agency for 
newspaper and magazine 
copy and sales campaigns. 
Real opportunity for ad- 
vancement. Leader in our 
field, we are still expand- 
ing. Furnish complete de- 
tailed information, includ- 


ing salary expected. 
* 


Box 6316 
ADVERTISING AGE 
330 West 42nd Street 
New York 18, N. Y. 


ADVERTISING AGENCY 
WANTS ACCOUNT 
EXECUTIVE | 


We are looking for an aggressive, 
energetic man under 40, who has had 
advertising experience, to join our 
organization as an Account Executive 
and develop new business. This is an 
unusual opportunity and offers a good 
future with a recognized agency of 
good standing. Please give full de- 
tails of past experience. All corre- 
spondence confidential. Members of 
our organization know of this adver- 
tisement. Address .. . 


Box 6320, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 
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Piastic Company 
Siarts Campaign 
for Floor Finish 


Chicago, Nov. 15.—As the fore- 


paint 
the 


ver of a national advertising 
naign to start next January, 
tic Company of America re- 


yy began a 13-week series of 
; promoting its new Plastica, 


parent liquid linoleum finish. 


, spapers throughout the coun- 


and national magazines of 
en’s interest will be used for 
product next year. In addi- 
dealer helps are being sup- 


d to department, hardware, 


t and grocery stores handling 
company’s products. 


The new Plastica is stain, acid 


and 
say. 
tion 


water resistant, its makers 
It sells at a uniform na- 


al price of $1.95 a quart, the 


amount required to surface an 


aver 


age kitchen. One coat is said 


to last six months, and save 


Walter Lowen 


PLACEMENT AGENCY 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 
Office -:- Creative -:- Executive 


Resumes required before registra- 
tion, which is restricted to those 
only who meet our clients’ exact- 
ing standards. 


420 Lexington Avenue 
LEX 2-8866 


Retirement of partner leaves an un- 
usual opportunity for a new asso- 
ciate to become a part of this 
Company. Long established Chicago 
agency with stabilized, active ac- 
counts—billing about $600,000. Ad- 
ditional capital not needed, but will 
consider stock ownership if desired. 
Inquiries, of course, will be held in 
confidence. 

Address 6312, Advertising Age, 

100 E. Ohio St., Chicago II, Ill. 


Agency Executive 
Opportunity 


— 


ADVERTISING DISPLAYS 


Versatile line of lithographed card- 
board and wood units. Some excellent 
big money-making territories still 
open. This organization renowned for 
on designs, unique eonsiregion. 
national advertisers and you're havin 
trouble getting production from the 
organization you now represent, then 
by all means investigate this ad. In- 
clude present yearly sales volume, 
age, availability, and preferred terri- 
tory in your correspondence. L. 
Sauer, Display Corp., 357 E. Erie St., 
Milwaukee 2, is. 


SALESMAN — 


you have a clientele of top-fligh 


se 
m 
re 


TT} = 


YOUNG ADVERTISING 


Opportunity for Agency Man who 
wants a permanent job with aggressive 
company operating retail stores. Will 
ve as an assistant to advertising 
nager, evaluate all media and 


‘rite full a. to Box 6319, 
dvertisin e, 100 E. Ohio Street, 
hicago Il, t inois. 


EXECUTIVE 


ommend schedules for newspaper, 
0, outdoor, etc. Confidential. 
‘e full experience, phone number, 
ry desire. 


Box 6321, Advertising Age 
E. Ohio St., Chicago II, Illinois 


COPYWRITER 


ne of the fastest growing small 
sencies in Chicago has an opening 
ran experienced drug and cosmetic 
pywriter. One who has a record of 
ccessful campaigns to his credit. A 
asonable starting salary with a 
onthly bonus will give the right man 
chance to earn a substantial income. 


“constant waxing, scrubbing and 
extra work.” Copy says, “Just 
a whisk of a damp cloth cleans 
st.” 

Craig E. Dennison Advertising 
is the agency. 


Production Men Elect 


John Collins, with Kleppner 
Company, Inc., has been elected 
president of the Production Men’s 
Club of New York. Others elected 
for 1946-47 are: Daniel Casey, 
Foote, Cone & Belding, vice-presi- 
dent; William Rioglane, Gotham 


roe ne 
Sy ae rere 
CON ARE unk aly, 


Advertising Company, secretary; 
Joseph Keibrick, Abbott Kimball 
Company, treasurer, and Barnard 
Ryan, Benton & Bowles, cor- 
responding secretary. 


Bendix Radio Names 
Parks Aircraft 


Parks Aircraft Sales & Service, 
Inc., East St. Louis, Ill., has been 
appointed as the first representa- 
tive to handle Bendix Flight- 
weight personal plane _ radios, 
manufactured by Bendix radio di- 
vision, Bendix Aviation Corpora- 


49 


tion, Baltimore, Md., marking the; ments with aircraft distributors 
beginning of a new method of| throughout the country who will 
distribution for Bendix aviation|represent Bendix Flightweight 
radio equipment. Bendix radio is|radio exclusively over a number 
now entering into sales agree-|of states. 


A Nationwide 


Survey of Radio and 

Electronic Technicians’ Read- 

ing Habits sent free on request. 
25 WEST BROADWAY NEW YORK 7,N. Y. 
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Speeding the a at 

Invariably Reduces Costs 
Years ago when industry developed tradition- 
shattering methods which produced better 
automobiles in a fraction of the former time, 
motor cars were removed from the luxury class. 
Now Ford has developed a new idea to dry and 
harden the finish faster. This method uses invisible 
rays which penetrate the layer of enamel, raise the tem- 


perature of the metal underneath and dry the finish from 
inside out in far less time than the usual baking process. 


Similarly ... when the cost of enamel-coated printing 
paper made it impractical for many publications and 
brochures ... Consolidated speeded-up the making and coat- . 
ing of paper to such a degree that, with no lessening of 
quality, drastic price reductions were possible. 


Pnsalidlded wait yews 


AT UNCOATED PAPER PRICES ‘ 


3 It was inevitable that the introduction of forced to compromise 
; Consolidated Coated Papers at uncoated between quality and price. 
paper prices would cause a revolution inthe For Consolidated Coated 


field of quality printing. 


Advertisers, who had been forced by face needed for clear-cut, 
budget requirements to be satisfied with less life-like illustrations... 
effective reproductions of their engravings "°°Ssary strength to stand up 
on uncoated stocks, were able to buy a high ©" high speed presses... and bulk and opacity 


grade enamel at no greater cost. Others who 


had previously paid high prices for coated If the cost of paper is a problem, one of 
paper found they could make worth while Consolidated’s grades can solve it. For Consoli- 
savings without lessening the appearance or dated provides fully coated papers of unques- 
effectiveness of their printed pieces. 


provided the printing sur- 


to prevent “show through”. 


tioned quality at prices no greater and in some 


Publishers and printers no longer were cases less than those of uncoated stocks. 


WISCONSIN RAPIDS, WISCONSIN 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


Four Modern Mills . . . All in Wisconsin 


SALES OFFICES ‘“s 
135 $0. LA SALLE ST., CHICAGO « 
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LOUELLA O. PARSON 
Doe Picture Editor Internationel 
News Service 
OU can bet every 
cent you have and 
be safe that Ingrid 
Bergman is not leaving the 
David Selznick fold, = 
though the gossips said yo 
objected to being loaned - 
to other studios at a terrific 


amount of money- 
her about it, 
When I asked 


ant to 
were loaned out, I war 
te sure that Mr. Selznick is 
near by to give me advice. 
id had 
e. wad waited for nearly an 
and I was , 
poo Pons resist complimenting 


Louella O. Parsons 


always drawsacrowd... | 


When Louella’s typewriter starts clicking, people always 
come flocking. That's typical of the all-star staff that pro- 
duces the pictorialized news, the sophisticated cartoons, 
the amusing columns and the stage and screen news 
in Sunday Pictorial Review. Damon Runyon, Bugs Baer, 
Otto Soglow. They attract readers numbering more than 
5 million families every Sunday in 9 major markets — 
representing one-third of this country’s buying power. 
You get the same audience when you advertise in 
Sunday Pictorial Review. Always draws a crowd. 


Represented nationally by HEARST ADVERTISING SERVICE 
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lie Pay w OA J NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


4OW MAGAZINES PULL ON 
MAIL-ORDER COPY 
One of the most interesting tables we 
have seen on mail-order results appears 
in a new booklet, “14 Ways to Key a Mail- 
Order Advertisement,” 
just published by Sci- 
ence and Mechanics 
Magazine, 154 E. Erie 


The Pay-Off editor will be glad to have 
advertisers and advertising agency execu- 
tives submit their percentages for the 
above publications and other magazines 
for publication. 


First First First 


St., Chicago 11. Publication saat ot a ™ n 
° . co (a 
This table, which we Air Trails Pictorial......................00. 11 90 96 
reproduce here, shows a ge edd ident She eKineeinens 4 4 a 
the percentage of the American Magazine .....................-.. 40 60 72 
total replies you can — Went, IS AEC s s ss 
anticipate from your Better Homes and Gardens.................. @ 90 a5 
oe : EE ere pee ree 
ad\ ertising during the NE aie kiceiabicandudeds iaheduss Hy 100 100 
first 30 days, the first Collars Peas cu ace Udos sak wade emcee os 50 15 85 
ee oan oie» vun-ohvaenmen ede <a 40 
60 days, and the first 90 Country Gentleman ......................... 70 $0 0 
days of pull from 36 ares Poultry Magazine............... 70 85 90 
national magazines. "nce eaten ae Sea ay ee 
After your advertis- eg ee ae ee 85 92 
; “8. Fae Se aa 66 93 96 
ing has been pulling ER ae 55 15 90 
for 30 days (including BPMN sredEGMihe 60's 60005005 50dgs so scvaniy 40 65 80 
: OMNES cc sccscvccestscsecbans 45 65 15 
Sundays) in the pub- Bichinan NS MR ofS. ¥ abs v's. dnb 50.50% Vat 80 90 95 
4s : ew England Homestead ................... 
lications listed, you can Newsstand Fiction Unit .................... 2 is 35 
very easily estimate the Open Road for Boys ...................... 88 98 99 
final pull. For example, — - 62660 ORMRN CEM 6 ONSN 5 dK 08 C4 C4 ee 4 B . a 
if your advertisement Parents’ Magazine Si A, eRe 60 85 90 
in Farm Journal has SORES nanan ie ee ee 
pulled 600 replies in —- Science ERG 65 15 
the first 30 days, you rere Fea oo eo 
will get approximately — wr neo rey RaPR each veSSaWaaseeees 40 66 80 
P ae 
800 replies before the CD MY scceia'sc canons ovkadeanst 15 0 H 
advertisement stops, Thrilling Group 


according to this table. 


You Ought toKnow . 


There are a lot of unusual things about 
Maid Marion Montgomery besides her 
name. For one thing, she is president of 
Stubbs and Montgomery, Inc., an all- 
woman organization of ten that supplies 
service, styling and 
merchandising ideas 
for a variety of 
manufacturers, retail- 
ers and others. For 
another, she started 
and operated the first 
hewspaper merchan- 
dise bureau to function 
as the liaison agency 
between the display ad 
department and retail 
— a For a third, M. M. Montgomery 
She is red headed. 

Maid Marion (Monty for short) started 
her career in the twittery ’20s with a 
summer job in a lawyer’s office in St. 
Paul, as an interlude before entering 
the University of Minnesota in the fall. 
The university never got its clutches on 
her, however, because some one at Log 
Cabin syrup offered her a job. 

She asked five times the modest sal- 
ary the lawyer had been paying her, 
and equally amazed at her audacity in 
asking it and Log Cabin’s alacrity in ac- 
cepting, she went to work there, writing 
direct mail copy, advertising, and acting 
as assistant advertising manager for two 
years, 

t the end of this fortuitous entry into 
advertising, Monty decided fashion was 
More exciting than syrup, and moved 
off to Mannheimer Bros., local depart- 
ment store, as general ad department 
flunky. Nothing much happened until 
the store’s crack copywriter was taken 
ill and Monty was given the chance to 
vr te a bit of copy about some laces 
‘el ing at $500 a yard. With the aid of 
the public library, she became an au- 
ity on lace in very short order, 
turned out a piece of copy which 
says required a magnifying glass to 
‘ed, but which impressed the ad man- 
ag-r so much that she was a full-fledged 

ywriter from then on. 

fter about a year, she moved on to 
‘nh ad department of Dayton’s, big Min- 
he. polis store. The day she started the 
ac manager was missing, so Monty non- 


e Maid Marion Montgomery 


chalantly took over layout and type 
duties, despite a slight handicap of in- 
experience in these particular specialties. 
She did so well that almost before you 
could say Maid Marion Montgomery 
she’d been given a substantial raise and 
shipped off to New York on her first 
fashion tour. Dayton’s had her services 
for some time, during which she did all 
kinds of fashion work—copywriting, get- 
ting up fashion shows, developing win- 
dow ideas, and what not. 

In 1926 she moved to the J. N. Adams 
store in Buffalo where she established 
a fashion bureau for the whole store and 
rather completely revolutionized their 
entire styling setup. 

Adams kept her pretty busy until 1930, 
when a lad named Staggers came along 
and changed her name from Maid Marion 
Montgomery to Maid Marion Montgom- 
ery Staggers. (Incidentally, you can per- 
haps understand why the firm name now 
is Stubbs and Montgomery, rather than 
Stubbs and Staggers.) Retiring from ac- 
tive participation in the business world 
for a while, Monty couldn’t do nothing 
for long, and pretty soon turned up on 
the Pittsburgh Press as the originator 
and director of what is reported to have 
been the first merchandise bureau. 

Along in 1934, Monty moved back west, 
this time stopping off at the Davis Com- 
pany, State Street department store in 
Chicago, where the Goldblatt State Street 
store is now housed. She served as 
fashion director of this store until 1937, 
when she moved over to Leschin’s, Michi- 
gan Avenue specialty shop, as advertis- 
ing manager. 

In 1938 she and Elizabeth Webster 
(Betty) Stubbs, already well known in 
Chicago ad circles, got together over a 
restaurant coffee pot and decided that 
individually they were fine, but together 
they were unbeatable, so although they 
retained their individuality, they de- 
cided to open joint offices. A year later 
they went whole hog and formed the 
present corporation. 

Betty Stubbs has a background not too 
dissimilar from that of Maid Marion. 
She started out writing copy for Chas. A. 
Stevens & Co., big Chicago specialty 
store, and moved from there to what is 


now Aubrey, Moore & Wallace, where 
she made a name for herself with the 
Vassarette campaign and copy for Mun- 
singwear, Wolock & Bauer shoes, and 
even occasional sparkling pieces for Had- 
don Hall cigars. 

While Miss Montgomery foresook food 
for fashion, Betty Stubbs gave up fashion 
for food, moving from Chicago to the 
Hutchinson Advertising Agency in Min- 
neapolis to write copy on the Pillsbury 
account, and subsequently returned to 
Chicago as a Stack-Goble staff member, 
this time handling all the publicity in the 
Santa Fe’s Super Chief. A super-sales- 
man as well as a creative writer, she 
had little difficulty in selling herself on 
the idea of an independent business, so 
she became an independent stylist, work- 
ing with shoes, hosiery, gloves, and simi- 
lar products, and in between times serv- 
ing as advertising director for Chas. A. 
Stevens. 

Shortly after the firm was organized, 
they were joined by Constance Park, 
former advertising manager of Chas. A. 
Stevens, and now secretary of Stubbs 
and Montgomery, and the staff, as has 
already been reported, now numbers ten, 
with nary a male among them. 

Accounts handled include such items 
as Joseph Salon shoes, Hansen gloves, 
Amity Leather Products Company, Ann 
Foster dresses, The House of Vision, 
Edgar A. Stevens specialty shop, Uhle- 
mann furs, and Stetson shoes. For these 
accounts and others Stubbs and Mont- 
gomery does styling, fashion promotion 
and advertising. But the Misses Stubbs 
and Montgomery cannot consume all 
their energies in what would certainly 
be a woman-size job for anyone else, 
so occasionally they wander into other 
things. 

One of the most interesting and profit- 


able of such wanderings developed over 
another cup of coffee in 1940, when the 
two decided that the most pressing im- 
mediate need of the population was for 
a “Calorie Counters” book. Forthwith 
emerged a 3”x41%4” volume which has 
since sold over a million copies and is 
due for a revised edition, although it is 
still selling briskly. 

The Misses Stubbs and Montgomery 
believe firmly (a) that fashion is the 
most important motivating power for 
selling in the world, and (b) that women 
can play the fashion motivation game far 
better than men. They also believe, 
strangely enough, that fashion is not 
composed of equal parts of whimsy and 
happenstance, but that it is a logical 
thing, subject to definite laws, even 
though these laws may not be as clear 
as the arithmetic tables to the average 
male mind. 

It would not be appropriate to end 
this without some reference to style, so 
it is pleasant to report that several 
months ago the firm of Stubbs and Mont- 
gomery moved into a remodeled, re- 
decorated two-story house at 167 E. On- 
tario St. in Chicago, a working atmos- 
phere styled and designed by the office 
force itself. The colors of spruce green, 
grayed aqua and aztec brick, carried out 
in individualistic ways in all the offices, 
are keyed to an original pastel by Oscar 
Hansen in President Montgomery’s office. 
Draperies in Secretary Park’s office are 
a copy of a Portuguese print in Chicago’s 
Art Institute. Two antique _ screens, 
Chinese, in the same Office, are over 500 
years old. 

But this passion for antiquity does 
not prevent the S&M staff from styling 
airplane luggage or tray cards that greet 
passengers when their meals are served 
aloft. 


The Copywriter’s Dream 


By Allen Thrasher 

“Cigarets to quiet nerves,” 
“Creams and Lotions for those curves,” 
Scream the headlines on the advertis- 

ing pages. 
“Satisfaction Guaranteed” 
“Safety’”—“Accuracy” and “Speed,” 
Photographs of people who belie their 


“Whiskey” —“Bourbon” —“Rye” and 


“Why Be Fat? Why Not Be Thin?” 

Double trucks to try and educate the 
masses. 

There’s a sale of this and that 

“Here’s A Bargain in a Hat!” 


“Better Light, Better Vision.” “You 


Need New Glasses.” 

“Our Hosiery’s Alluring,” 

The models reassuring, 

The girls are getting better-looking 
every day. 

“It’s Colossal,” “Gigantic,” 

“It’s Stupendous,” “Titanic,” 

“Learn To Play At Home This New 
and Easy Way.” 

Masticate it and digest it, 

Just resolve that heaven’s bless'd it, 

(Ever notice how some advertisements 
rhyme?) 

It’s the copywriter’s dream 

To try and elevate the theme, 

Brother! What a life we’re going to 
lead in time! 
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Admen +x the 
Armed Forces 


Capt. Robinson S. Brown Jr., re- 
lieved from active duty after four 
years’ service with the Army air 
forces, has re- 
turned to 
Brown - Forman 
Distillers Cor- 
poration, Louis- 
ville, and has 
been appointed 
advertising 
manager. 

Prior to start- 
ing his military 
service he 
worked in the 
field as a sales- 
Man and was 
associated with Ruthrauff & Ryan. 

Lt. Comdr. Paul R. Warmee, with 
Pontiac Motor division, General 
Motors Corporation, as sales pro- 
motion manager before the war, 
has returned as advertising and 
sales promotion manager. 

Lt. (jg) Howard L. Nations, who 
left Gruen Watch Company, Cin- 
cinnati, in April, 1944, to join 
the United States Maritime Serv- 
ice and subsequently became as- 
sistant chief public relations offi- 
cer, has returned to Gruen as 
publicity director. 


To Gerth-Pacific 


Karl Thompson, formerly a lieu- 
tenant colonel with the Army air 
forces, has joined Gerth-Pacific 
Advertising Agency, Los Angeles, 
as account executive. 

Harvey Creech has returned to 
his former position as assistant 
advertising manager of E. L. Bruce 
Company, Memphis, after nearly 
three years’ service with the Army 
air forces. 

Kermit Hansen, an infantry 
colonel at 28, and whose 39 
months’ overseas duty included a 
stretch in a prison camp, has been 
named public relations director of 
the Omaha World-Herald. He 
was previously with KOWH, 
Omaha. 

Charles F. DeBarger, recently 
released after five years’ duty with 
the Army air forces, has been 
named assistant production man- 
ager of Agricultural Advertising & 
Research, Inc., Ithaca, N. Y. George 
Abraham, with De La Mare Pub- 
lishing Company, New York, prior 
to his four years in the Army, 
has become a copywriter for the 
Ithaca agency. 


Dawson Joins King 
Richard C. Dawson, captain and 
air commander in the 8th Air 


Force in the European area, has 
joined the sales staff of Archer A. 


R. S. Brown Jr. 


yES-THEODORO 
ADVERTISING 
SERVICE 


now representing 
NEW YORK POST 

PARIS POST 
THE HOME NEWS 


ONK ARD MANHATTAN 


<— THEODORO 
q ADVERTISING SERVICE 


75 WEST STREET, NEW YORK 6, HY 


EDWARD C. KENNELLY « 
CHICAGO + DETROIT - SAN FRANCISCO + 
x PARIS, FRANCE - 


Severe! Meseger 
LOS ANGELES 


King & Co., Chicago. 

Herbert L, Mann, recentis ie 
charged from the armed jorces, 
has joined Sutton Publishing Com- 
pany, publisher of Electrical 
Equipment and Metal-Working 
Equipment, as editorial assistant 
on the latter publication, with of- 
fices in New York. 

Lt. Comdr. Edward C. Simons, 
with the Coast Guard for the past 
three years, has rejoined Ruth- 
rauff & Ryan, New York, in his 
former position as media execu- 
tive. 

Comdr. L. Rohe Walter, recently 
with the Navy, has returned to 
Flintkote Company, New York, 
as public relations director. 


Kronstadt Rejoins Agency 


Henry L. Kronstadt has resumed 
his position as head of the Kron- 
stadt Advertising Agency, Wash- 
ington, after serving with the 
Army since April, 1943. He served 


with the publication division of 
the Technical Training Service, at 
Camp Lee, Va. 

Lt. Comdr. Frederick A. Bartlett, 
released by the Navy, has re- 
opened the Seattle office of Rey- 
nolds-Fitzgerald, Inc., at 820 
Joseph Vance building. 

Capt. Pierre H. Boucheron, 
USNR, sales manager before be- 
ing called to duty in July, 1941, 
has been appointed director of 
public relations for Farnsworth 
Television & Radio Corporation, 
Fort Wayne, Ind. 

Cecil E. Hickle, who served 
nearly three years with the Navy, 
has been appointed business man- 
ager of Cole’s, Inc., Des Moines 
agency. 


Aldens Advances Snider 
T/S Perry Snider, with the Army 
since May, 1943, has returned to 


his former position as catalog cir- 
culation manager of Aldens Chi- 
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cago Mail Order Company, Chi- 
cago, and also has been advanced 
to sales promotion manager. 

Stuart B. Tinsley, naval officer 
for three and a half years, has 
returned as managing editor of 
American Exporter, and will be 
in charge of all editorial opera- 
tions of Johnston Export Publish- 
ing Company, New York. 

Lt. Comdr. Donald B. Hamilton, 
USNR, has returned to McCann- 
Erickson, New York, as an account 
executive after three and a half 
years’ active duty. 

Maj. William H. Walling, with 
the AAF for more than two years, 
returns in January to Rogers-Kel- 
logg-Stillson, Inc., New York 
printer and lithographer, as vice- 
president and treasurer. 

Comdr. Douglas 8S. Cleveland, 
USNR, for three years on active 
duty with the Navy’s aviation 
branch, has returned to the na- 


tional advertising staff of the >» ey 
York Times. 


Watson Rejoins Curtis 


Maj. Alfred N. Watson, fo: ne; 
chief of the research division, )f- 
fice of Statistical Control, W. sh- 
ington, has returned to Curtis 
Publishing Company, Philadel) iia, 
as assistant manager of the re- 
search department. 

Lt. John A. Blum, recently a 
Navy lieutenant, has joined R. i, 
Macy & Co., New York dep art- 
ment store, as assistant to the 
publicity director in charge of 
public relations and publicity. 

Gilbert E. Busch, recently r 
leased from the Marine Co pe 
and previously staff correspondent 
for United Press, has joined Al. 
bert Frank- Guenther Law, Inc, 
New York, as an associate on the 
publicity staff. 

William W. Joyce, recently with 


“Did you read Van's editorial 
in Iron Age this week, Sam? 
It's a corker . . . he really puts 
his finger right on that sore spot. 
| have a hunch it'll make the 


boys sit up and do something 
about it...” 
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the Army air forces public re- 
jations, and previously with World 
proadeasting System in Chicago, 
, joined the Chicago sales staff 
» the Katz Agency, advertising 
re resentative. 
-omdr. B. J. Powell-Tuck has 
ined to the John Price Jones 
poration, New York public re- 
+ons counsel, after more than 
years’ active service with the 
Roval Navy. . . 
‘apt. Daniel M. Daley Jr., re- 
rtly with the office of the chief 
ransportation in Washington, 
returned as an executive of 
-nen & Mitchell, New York. 


Godfrey Named A. M. 


yhomas F, Godfrey, recently 
with the Navy, has been appointed 
advertising manager of Slaymaker 
Lock Company, Lancaster, Pa. 

ut. Frank E, Carey Jr., recently 
with the Navy, and formerly. with 


Coca-Cola Bottling Company, Chi- 
cago, has joined Consolidated 
Razor Blade Company, Jersey City, 
as midwest district sales manager 
for Berkeley blades. 

Lt. Col. Joseph G. Noh, recently 
with the Army and formerly a 
vice-president of McKesson & 
Robbins, has been appointed vice- 
president in charge of sales and 
promotion of Winthrop Chemical 
Company, New York, effective 
Dec. 1. 

Daniel E. Schmidt III and Don- 
ald J. Mercer, both Army captains, 
have returned to NBC on the sales 
staff of the radio-recording divi- 
sion. They were formerly in that 
division in the program and pro- 
motion departments, respectively. 

Louis S. Simon, 
with the merchant marine, has 
joined the sales staff of KSFO, 
San Francisco. 

James H. Smith Jr., who has re- 


after service 


turned from active duty as a Navy 
lieutenant commander, has been 
elected assistant vice-president of 
Pan American Airways, New 
York. 

Lt. Col. W. A. Kyle has returned 
to Glidden Company Ltd., Toronto, 
as industrial sales manager and Lt. 
Don K. Smythe has rejoined the 
staff as industrial sales representa- 
tive with headquarters in Toronto. 

Gene Inge, during the war asso- 
ciated with a civilian subsistance 
contractor serving the Army air 
forces, has joined Paul Winans, 
Advertising, Los Angeles, as ac- 
count executive and creator of 
radio program ideas. 

Bernard J. Horner, recently re- 
leased as an Army colonel, has 
returned to the San Antonio Light 
as advertising manager. 

Lt. Graham G. Berry has been 
released by the Army and has 
rejoined the creative staff of Rick- 


ard & Co., New York. 

North Clarey, after three years’ 
service with the Coast Guard, has 
joined Lewis & Gilman, Philadel- 
phia agency. 

Capt. C. J. Giezendanner Jr, has 
returned to his duties as Owner 
and director of Giezendanner Ad- 
vertising Agency, Houston, Tex., 
after three years’ service with the 
armed forces, 

Paul C. Smith, Commander, 
USNR, has resumed his post as 
editor and general manager of the 
San, Francisco Chronicle. 

Maj. Robert S. Fogg, recently re- 
leased from the Army air forces, 
has joined Edo Aircraft Corpora- 
tion, College Point, L. I., in charge 
of commercial float sales. 

Robert L. Matthei, national ad- 
vertising manager of the Rockford 
Newspapers prior to service as 
navigator with the air forces, has 
joined the Chicago staff of Ward- 


“C.L.” may be short in stature, but don’t let his 


looks fool you. He’s the hub of one of the biggest 
industrial wheels in the country . . . Works Man- 
ager for the ““X”’ Metal Company which is breaking 
production records right and left. (There are 27,000 
production executives among the 100,000 regular 


Iron Age readers.) 
Cracking the whip over 


this giant production 


set-up is no mean task. “‘C.L.”” has to know what’s 
what in materials and equipment, in design and 
tooling, in legislation and new developments. He 
not only has to keep production up — but do it 
profitably and smoothly. Step into ‘“‘C.L.’s” office 


and it’s ten to one you'll find a copy of the latest 
Iron Age on his desk. “If 1 had to do without The 
Iron Age,” he says, ‘“‘I’d have the devil of a time 
keeping up to date on the industry. You’d be sur- 
prised how much that book influences our produc- 


tion. Don’t forget, just about every man that counts 


in this plant reads The Iron Age every week.” 


Combine the editorial and advertising breadth of 
The Iron Age with its impressive list of readers, and 


it is easy to understand why American business 


placed 8,571 pages of advertising in The Iron Age 


in 1944 . . . far more than in any other publication. 


The case of “‘C.L.”” presented here’ in fiction form is based on 
the established facts of Iron Age readership by 27,000 production 
executives in the metalworking industry. No likeness to any 


living person is either intended or should be interpreted as such. 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


R. M. GIBBS 
428 Park Building 
Pittsburgh 22 
Atlantic 1832 


THE IRON AGE 


100 East 42nd Street A Chilton &Y Publication 


~ Who Reads The Iron Age? 


Here is a breakdown . . 
slips which contain reader names and titles furnished by 
company subscribers, and (2) by writing letters periodically 
asking who reads The Iron Age. Average readership per 
copy is 5.5 persons. 


. ascertained (1) b 


reader routing 


eres st eee - <= oo 
Engineering Executives Chief Engineers, Mechanical 
and Maintenance Engineers, Design and Research 
Engineers, Metallurgical Engineers, Tool Engi- 
neers, Master Mechanics, Supervisors .... . 25,000 
Production Executives Works Managers, Superin- 
tendents, Production Managers, General Foremen, 
Standards, Methods, Inspection... .... . 27,000 
Purchasing Executives. ........2.... 11,000 
Sales Executives... . . ee ee 7,000 
Key Men (Titles omitted but belong in above groups) 9,000 
I Ao oS Save ee ae oe fe wf 100,000 
REPRESENTATIVES 
ROBERT F. BLAIR PEIRCE LEWIS R. RAYMOND KAY 


1016 Guardian Building 
Cleveland 14 
Main 0988 


Cc. H. OBER 


7310 Woodward Ave. 
Trinity 1-3120 


Detroit 2 


B. L. HERMAN 


2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


D. C. WARREN 


H. E. LEONARD Chilton Building 
100 E. 42d Street 56th and Chestnut Sts P. O. Box 81 
New York 17 Philadelphia 39 Hartford 1 


Murray Hill 5-8600 


Sherwood 1424 


Hartford 3-164L 


New York 17, N.Y. 
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Griffith Company, newspaper rep- 
resentative. 

Lt. Col. Bordner F. Ascher has 
returned as director of sales for 
George A. Breon Company, manu- 
facturing pharmaceutical chemist, 
Kansas City. C. B. Drolsbaugh has 
been named general sales man- 
ager. 

Lt. Donald F. House, after three 
years’ Navy service, has joined 
the staff of Arthur R. Mogge, Inc., 
Chicago agency. 

John D. Upton has rejoined the 
New York service department of 
N. W. Ayer & Son after more than 
three years’ service with the Army 
engineers corps, and Gerold M. 
Lauck Jr. has returned to the 
agency as a representative in the 
New York office after three years’ 
service. 

Capt. Marion Law Jr., on ter- 
minal leave from the Army air 
forces, has joined Young & 
Meyers, New York, public rela- 
tions counsellor, 

Roy E. Washburn, World War I 
aviator recommissioned by the 
Army Air forces in 1942, has been 
appointed director of sales on all 
commercial art accounts by New 
Center Studios, Detroit. 

Robert McComb, who served 34 
months overseas with the Ameri- 
cal Division, has joined the mer- 
chandising staff of Western Fam- 
ily Publishing Company, Los An- 
geles. 

Harry L. Kopin, after three years 
with the Army engineers, has 
opened offices as representative of 
export trade publications, at 2575 
Richton St., Detroit 6. He was 
formerly with Export Advertising 
Agency. 


Elgin Uses Television 


Elgin National Watch Company, 
Elgin, Ill., is using television to 
broadcast time signals on an ex- 
perimental basis, in New York 
and Chicago. To televise the sig- 
nals a film continuity, with a Lady 
Elgin watch shown against a back- 
ground of stars, is used. Cur- 
rently, time signals are being em- 
ployed over WNBT-NBC, New 
York, and WBKB, Chicago. J. 
‘Walter Thompson Company, Chi- 
cago, is the agency. 


Names Garfield & Guild 


Newell Gutradt Company, San 
Francisco, maker of Strykers 
Granulated soap, has appointed 
Garfield & Guild, San Francisco, 
as advertising counsel. 


If you sell 
FLOUR 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 


it to you by RESULTS. 


| 


| 


—Q—— 
WIBW 


Topeka... Kansas 
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A DAIRY 


Wisconsin is the number 
one state in the type of 
farming best suited to 
the conditions within its 
borders—dairying. Wis- 
consin’s present dairy 
cow population is over 
2,000,000. 


DELIVERS THE CREAM OF 
WISCONSIN MILK PRODUCERS 


GIVING 
YOU A 
CREAM-LINE 
THAT’S 
90% 
«ies DEEP 


PAPER FOR A DAIRY STATE 


Here’s the one farm paper that can sell the top 
90% of Wisconsin’s prosperous, progressive farm 
market without supporting help. Reaches 9 out of 
every 10 farm families in the state—gives you in a single 
medium within a single cover the concentrated, 
volume circulation that means volume sales. Win 
this richest of all dairy markets with its own state 
farm paper—Wisconsin Agriculturist and Farmer. 


-AGRICULTURIST & FARMER 


E, WISCONSIN: 


es, 
ee 


2g) ee 


-RACIN 


by 
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Butler Bros. Shifts 
Two, Regains Smith 


Lt. W. L. Smith has returned to 
Butler Brothers, Chicago, as mer- 
chandise division manager of 
men’s and boys’ wear, after three 
years in the Navy. G. F. Noz, di- 


ferred on Dec. 15 to head the New 
York fashion buying office. Mr. 
Noz succeeds Charles S. Caton, 
who will go to Los Angeles to as- 
sume the duties of the buying of- 
fices on the West Coast. 


Hazelrigg Joins Ayer 


Hal Hazelrigg has joined the 
public relations department of 
N. W. Ayer & Son, Philadelphia. 
He was formerly director of pub- 
lic relations of American Home 
Products Corporation, New York. 


To Olmsted & Foley 


Treasure Masters, Minneapolis 
gift-greeting company, formerly 
known as Package Masters, has 
named Olmsted & Foley to handle 
its advertising. 


Bohan to CAB Board 


Joseph D. Bohan, vice-pres), 
of Sterling Drug, Inc., New \ rk 
has been elected to the boar ,; 
governors of Cooperative Ana 
of Broadcasting. He become: 
of the advertiser members of th, 


of 


Ysis 


vision merchandise manager of|20@rd, the others being D. p 
the company’s buying headquar- | 5™elser, Procter & Gamble Com. 
ters in Chicago, will be trans-| P@™Y> Cincinnati; Robert p, 


Brown, Bristol-Myers Company 
New York, chairman of the cap 
board; William N. Connolly, s. ¢ 
Johnson & Son, Racine, Wis.. and 
John L. Bogert, Standard Brands 
Inc., New York. 


Joins Nelson Chesman 


Mrs. Florence Mills Hull, for. 
merly advertising manager of , 
Chattanooga department store 
has joined the executive staff oj 
Nelson Chesman Company, Chat. 
tanooga agency. 


Names Hutzler Agency 


Gray Laboratory & Mfg. Com- 
pany, Dayton, O., manufacturer 
of Universal timers and kindred 
items, has named Hutzler Adver-. 
tising Agency, Dayton, to handle 
its advertising. 
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“But you've got to make room for her. 
She’s carrying my comilete file of the overseas 
edition of The Buffalo Evening News*.” 
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NOV. 21.1945 


AM IMPORTANT DATE FOR THOUSANDS OF 
ARMY VETERANS "0" 1 civiian Ure 


00Y! THIS OPPORTURITY Is 
100 G00D TO Miss!” 


ew and Movember 21. paid. beet trained pencetions Army in US 


~~ -——-, 
PAY POR MONTH — ENLISTED man 
Atle om Pr, tg, Cat ed Ratoed Ce 


‘OPPORTUNITY'—Copy like this is be- 
ing used by the U. S. Army Recruiting 
Service in daily and weekly newspapers 
through N. W. Ayer & Son, Philadel- 


phia. 


General Tire Buys J 


Penn Rubber Company 


General Tire & Rubber Com- 
pany, Akron, has purchased Penn- 
sylvania Rubber Company, Jean- 
nette, Pa., from the Du Puy estate, 
William O’Neil, president of Gen- 
eral Tire, has revealed. 

Advertising of Pennsylvania 
tires, tubes, athletic goods and 
tire repair materials will continue 
to be handled by Aitkin-Kynett 
Company, Philadelphia. 


Two Join Crowell 


Hayden Wingate, formerly a 
manufacturer’s agent in the sports 
goods field, has joined the Chicago 
advertising staff of Collier’s. W. S. 
Trude Jr., formerly with Union 
Carbon & Carbide, has joined the 
Chicago sales staff of Woman’s 
Home Companion, 


Rank Joins Agency 

Brooke, Smith, French & Dor- 
rance, Detroit, has added David 
B. Rank, formerly advertising con- 
sultant for American Blower Cor- 
poration, Detroit, to its creative 
staff. 


TOMORROW’S 
BUYING HABITS 
START HERE 


ln every school, teachers need and want 

facts about business ... about our sys- 

fem of opportunity . . about products 
about services. 


Given the essential truths they'll foster a 
fenvine confidence and enthusiasm in the 
receptive minds of 25 million pupils who'll 
ni ur customers tomorrow! 


More than 710,000 teacher-subscribers de- 
pen on their own 43 State Teachers Maga- 
zine. for news in the educational field. 


Of \l organs of state teachers associa- 
ho these publications provide a vehicle 
( uur advertising messages that is un- 
mat-led in effectiveness and penetration | 
I other field! 


Fi icts on how to reach teachers in 
i one to 48 states write State Teachers 
zines, Inc., 307 N. Michigan Ave., 
Zo l. 
Georgia C. Rawson, Manager 
aching America’s Most Influential 
Market 


fate Teachers 


MAGAZINES 


sociation of 43 state teachers magazines 


DDT Account to Twiss 

The House of J. Hayden Twiss, 
New York, has been appointed to 
handle advertising of Regal Chem- 
ical Corporation, Brooklyn, man- 
ufacturer of ‘“Mist-O-Mizer’” DDT 
aerosol bombs. Trade publications 
will be used. 


Pohs Names Lyon 

Pohs Institute of Insurance, 
New York, has placed S. Duane 
Lyon, Inc., New York, in charge 
of its advertising. Newspapers 
me cao atest material will be 
used. 


Y&R Names Chase 


Frederic A. Chase, formerly di- 
rector of public relations for: the 
Southern California chapter of 
Associated General Contractors, 
has been named head of Young 
& Rubicam’s West Coast indus- 
trial public relations and pub- 
licity staff. 


Young Joins Stevenson 

Sam Young, formerly account 
executive of R. C. Smith & Son 
Ltd., has joined the Toronto office 
of Stevenson & Scott in the same 
capacity. 


Blade Master to Hill 


Blade Master, Inc., has placed 
Hill Advertising, Inc., New York, 
in charge of its advertising. Na- 
tional magazine advertising . will 
be resumed as postwar distribu- 
tion in department stores, men’s 
wear, drug and stationery stores, 
and other retail outlets is at- 
tained. 
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Taca Airways Appoints 


Taca Airways Agency, Inc., rep- 
resenting seven affiliated and asso- 
ciated airlines in Central and 
South America, and special serv- 
ice to Miami, has named Royal & 
De Guzman, New York, as agency. 
Newspapers, magazines and busi- 
ness papers are among the media 
to be used. 


GIBBONS 


ADVERTISING 


OO BAY STRE 
WINNIPTG 


TORONTO MONTREAL 


KNOWS CANADA 
J. J. GIBBONS LTD. 


REGINA 


MERCHANDISING 


CALGARY EDMONTON VANCOUVER 


Developing — 
ATOMIC ENERGY 


Pres. Truman stated he would 
recommend to Congress how 
harnessed atomic power can 
become a powerful influence 
for keeping world peace. But it 
also will be developed for strict- 
ly peaceful purposes. Someday 
it will probably drive our trains, 
power our autos, and light our 
homes. Who can say what else? 
The development at Knoxville 
can revolutionize industry. 


ee 


var ee 


Knoxville is also the capital of 
TVA, world's 
power system. The tremendous 
industries attracted by TVA 
plus 
power of the families from the 
Clinton Project have brought 
incredible prosperity and 
growth to 
manufacturer 
will find tomorrow's best custo- 
mers and big dividends today 
at Knoxville. 


largest electric 


the enorrnous spending 


Every 
advertiser 


Knoxville. 


and 


RR oo 2 ee 


ve 


“ 


Now the dramatic story behind the phenomenal growth 
of Knoxville can be told. Last year Knoxville led every 
American city in Retail Sales Gains. But we couldn't tell 
the reason why, because the development of the atomic 
bomb was the best-kept secret of the war. Of the Army's 
three plants working on the secret of atomic power, the 
Knoxville project is triple the size of the others. Here we 
were with a “secret city” at our doorsteps that we couldn't 
even whisper about . . . 75,000 people with probably the 
biggest per capita spending power in America. But now 
the curtain has been drawn from the most important scien- 
tific discovery in modern times. And now the whole world 
too knows that Knoxville is the capital of the new industry 
of the century . . . Harnessed Atomic Power. 


The Clinton Project at Knoxville is one of the most stupen- 
dous things ever conceived by mankind. Built at a cost 
of ONE BILLION, ONE HUNDRED AND SIX MILLION, 
393 THOUSAND DOLLARS, it includes 425 separate 
buildings. For the families who live in the project are 9 
schools, 7 theatres, hospitals,.recreation centers. The last 
government poll showed 42,600 employees at the Clinton 
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Project take the News-Sentinel daily. 


NEWS-SENTINEL 


ai 


‘ 2 u sess Ae se Pe : é ae ; R = tps “ fp : , +>. a rae > ae) ae r ie ‘ anh : j 
ee pO oe 
lent ag 
of | Pm: 
YSis | . “a : i, 
One ~ eae " ; 
the AS 

P. ei 
ft az | wal 
D. = 
any, ne aaa ia ee 
. ST boca pagar ¥ | gens 
22a, -| @& , a _s 
me as a a | a 
and : : re _— 
nds, a ! a 
OS 7 | | a : ji aienia: — = * | _ 
—— alas : 
on at Ean aeecere tie “aesT 108 im THe wom” LLL 
f a Ute wit ee mee pees Fase joe fe fy ote? \ | riv( ) ae = oe)” eo G { J = a 2 ATE) ig * @ See 2h ae z 
re TS Tho AKRON, “OR TIRES, GORA } a APIDS FO ‘ * 
-~ va eae ped ty Congres bead es tas sane Army Bomemn Semen en gs oe oom ‘ NE ie rome 2 ea * ¢ Me Pa fas ; mee) sag ee Res ‘ ee See pry ee i: a 
&., WIGHLIGHTS OF THE NEW ENLISTMENT PROGRAM 5) ae: ’ md: Solel oy ; , ‘ ig 
5 SSIS ASS “SSMS se ie ; Kea 7 
EERiGSaSS |StererreS we : Wags ff ae 
‘SESS "SSS ; Ny o PL : 
pein os RE vv . BF; > L f é oe 
ae matinee a yh Ss nS F ee 
m- ‘Saaeseeees |) UUme Se | a Y Ss Se 
te Pies | EE EE | ~~ ‘ ; 14, 2 b — 
Ted — ee | ae a te: se \ >} - y, ; ns 
rey. ta ee, , , ; ti J ; i 
dle cane tin Soe - | BSG jy- Y ? he V4 Z ba < ¥ ae 
‘laa = tes < 2 j hy yy, bj } , ‘aa : Te 
@EENLIS, wow AT Youn mEAREST . Wy mA Aa hi «< jj q a 
— ~ & ARMY aECAUITNG BTATION “, i Yy “el $ fi W/o Ss ——— 
—— emeane «mi. iad RH \ ib, ee § Vi ™ 1 PRP end een pee sone 5 a Oe RC ’ eh” 
BR es ol “ Me, “ 4 4 Y, 4 r. be yi v “ie 4 ; ss 
SS G 5 Be pe 5 
, ty * : 
— ‘ \ Me 10° he, Uy G Ber. me ' i 
we ‘ - a4 iy ” = SF, me ’ 
< on > -. 3 = a er Siena Ste 7s ‘% a eee aa C4 
<s  N nNNI iia ” : a i. whe 
7 ah ———_ ee “-\D cies. 
| g— g f H 3. ‘wZ se NS oe gone + 
| Z Y “ ~ _— bi *% eae “s aE A, iodiaitied 2 4 i a 2 
j f j 4 / 2 i ; ‘ “SS ey e y rr ‘ ra : : | bd i & a i 
? Fi 4 7 ay ¥ j | 4 5 
? F; < A oe ip. i a F i 
ry $ " . " , ie : 
My A hi Le 7 wi 
ji ee ae ; a ’ aE a ie 
* YY ep W i \ X wy an Seeger Giulia: - MmMcatliind Se oop GE daaael os 4 = 
a : 5 ; : or gees } ; > -_ , 
Q si samedi 8 LAR E ; 
“er 1 BILLION ' eg 
| “Gy ing x c's 
Ae. ee P a Rey 
Uff. ; Pe 
es | | SECRET PROJ EC r 
lle - | § 
tf 3 et 
a : -_ 
| 4 oo 
> s 
; seater 7 NA eee ire : mm ee ee ie “ ae ek 3 a 
| : ee ‘ : — 
FE f oe Pg pen i s ‘3 an) aed - ~ rte “ A eg ay One a (ae 4 P 
>t = — seen! i me ei 4 me - 
| 2 “? saa ; 4 _ 4 Pan fo ea ae iss 5 oe 
: 4 ; rs is * ; a 4 of je 4 
S ; z - + 4 i Oa Seo a. 
‘ : : 7 ee emt. Lone an * 
X : a | oe : ; _— i aa: Kee Ee 
$3 P - ' : ae ~ . ae fe ee afr ae, ean if ie? i: 
y \ a gst sete ay ii - 3 et: fe A Ha . ‘= 
a a ; 4 re >. eo = : a 
a ’ Wie wa : ate Le co me Mie teat es : = 
re id | ay aie Wa , a t : orang as: Se paca were i ps : & a 
: A ae 3 ae a er alee i a YY Bt 
—~r ee —" Bene . ae : as 
* a | , oa rr 
- aa : : a ie “ 
* i A y 4 ite a 
eye A A 
| ia a Bh, 
eee . 1 ae a 
ae 4 = eg 7 
, a FF 
a a Beye a € Peas 
Ras an ee bs ee 
’ = iy 4 Sere 
$3 vy, aS oil ‘ : 
fF ti bor 
ce . ob X\ % es . aie 
| 
— i . . 
iat Me % x 
im Sn. 
is s x o- 
K 4 a - =— 2 
— Brees nif ee ; 
3 ie \ 4 s bot - 
> bbe | — 
~ } we ' a Sage Y yee - e Ee . 
+ y bon * ae ¥; . pos- . F war \ i 2 ¥ y 
5 re q aa _—-s, “e ft , & P ; Se age 
5 — 
0 | | : 


| 
| 
{ 


56 


Gets Furniture Account 


Strauchen & McKim Advertis- 
ing, Cincinnati, O., has been 
named as advertising and public 
relations consultant for Artistic 
Furniture Mfg. Company, Cincin- 
nati. Trade publications, news- 
papers, direct mail and consumer 
magazines will be used. 


Promotes Chapman 


Marcus M. Chapman, associated 
with U. S. Steel subsidiaries since 
1919, has been appointed manager 
of sales, sheet division of Car- 
negie-Illinois Steel Corporation, 
Pittsburgh. 


SELL BY MAIL!! GET 
50% MORE ANSWERS 


Write on your letterhead for Kit No. 1 con- 
taining FREE samples of 4 different types of 
tested mailing devices 


mailers. Can be adapted to meet r 
vidual needs, 


ud, TESTED SALES 
aS PRODUCERS 


3 EAST 14th STREET 
NEW YORK 3, N. Y.j 


Ad Bureau Appoints 


Friendly as Treasurer 


Edwin S. Friendly, vice-presi- 
dent and general manager of the 
New York Sun, has been named 
treasurer of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, succeeding 
Howard Davis, former business 
manager of the New York Herald 
Tribune, who has retired after 26 
years as treasurer of the bureau. 

Mr. Friendly is also a member 
of the bureau’s executive and 
finance committees, and served 
from 1932 to 1940 as chairman of 
the committee in charge. 


Stanfield Opens Branch 


Harold F. Stanfield Ltd., agenc 
with headquarters in Montreal, 
has opened a branch Office in 
Saint John, N. B. Victor P. Gray 
is the manager. 


Logan Joins Hazard 

Grover H. Logan, formerly 
with Newell- Emmett Company, 
has joined the copy staff of 
Hazard Advertising Company, 
New York. | :” 


Gilbert Plans Toy Ads 


A. C. Gilbert Company, New 
Haven, Conn., will use single half- 
Page insertions in the Metropolitan 
Sunday Group and Hearst comics 
after Thanksgiving to promote its 
line of toys. 

Full-page color ads will also be 
used in Boy’s Life, Current Sci- 
ence, Fawcett Comic Group, Open 
Road for Boys, Popular Mechan- 
ics, Popular Science, Quality 
Comic Group, Young America, 
and Young Catholic Messenger, it 
has been announced. Charles W. 
Hoyt Company, New York, is the 
agency. 


Joins Moran & Webb 


Kenneth Brown, formerly as- 
sistant advertising manager of Re- 
tail Credit Company, Atlanta, Ga., 
has been appointed production 
manager of Moran & Webb, At- 
lanta, marketing and advertising 
counsel. i 3 


Averill Moves Studio 


John Averill, advertising illus- 
trator, has moved his studio from 
155 E. Ontario St. to 738 W. Barry 
Ave., Chicago. 


Recorder 
; m * Cushior dl 


...FOR IDEAS... AND ACTION ===> \ 


The live question of store modernization is an- 
other splendid example of the way in which the 
Recorder's editorial content paves the way for its 


advertisers . . 


advertisements initiate action. 


Recorder editors tell what's new in store equip- 
ment, which ideas have proved successful, how 
many readers plan to climb on the moderniza- 
tion bandwagon (79% have such plans, according 


to a recent survey). 


NATIONAL VOICE OF 


. the articles stimulate ideas — the 


BOOT and SHOE 


Ccore 


Quick to take advantage of this ready-made 
opportunity, alert advertisers use consistent 


schedules to translate reader interest into action. 


Whatever your product, if it belongs in a shoe 


store or shoe factory ... it will pay you to in- 


close teamwork 


vestigate this cause-and-effect sequence — this 


between the National Voice of 


the Trade and the trade's leading suppliers. It 


assures both interest and action for advertisers 


in the Boot and Shoe Recorder. 


THE 
Published Twice Monthly 
A Chilton @ Publication 


ler 


TRADE 


100 East 42d Street, New York 17, N.Y. 
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Although many magazines are 
still on a “one at a time” basis 


in admitting “new” advertisers, 
policies vary widely according to 
paper supply and printing equip- 
ment situations of individual pub- 
lishers, 
The new advertiser situation at 
Time, Inc., which recently an- 
nounced increased circulation 
guarantees for Life and Time, is 
tight, but there may be some 
easing of restrictions in the first 
half of next year. “Mortality” 
among present advertisers in For- 
tune, Life and Time may admit 
more new ones. 
On the other hand, the nine 
mass, class and business maga- 
zines in Hearst Magazines, Inc., 
are all accepting new advertisers 
without restrictions—except the 
new Junior Bazaar, the growth of 
which is restricted by printing 
press equipment. Hearst Maga- 
zines’ paper situation is “good.” 

ok ak * 
Dancer - Fitzgerald - Sample’s 
Glen Sample, now out of Navy 
uniform, was seen in London a 
few weeks ago, the supposition 
being that he’s planning to add 
still another name to the list of 


American agencies operating t! are 
And Foote, Cone & Belding i; re. 
ported about ready to anno ing 
its establishment in the hear: 9; 
the British Empire, too. 

* * * 


Columbia Broadcasting Sy ie, 
is making preliminary plans fp, 
a new skyscraper through the 
block from 52nd to 53rd Sts., be. 
tween Madison and Park Ave;, 
New York. 

+ bo 1 

Brand Names Research Founda. 
tion will sever relations soon with 
Institute of Public Relations 
which was largely responsible fo; 
its birth, two years ago. 

x * * 

Schenley Distillers Corporation 
has trade circles humming with 
reports that it will branch ou 
into the imported food and grocery 
business. 

* ed * 

Despite recurring rumors from 
Hollywood, Bing Crosby isn’t going 
to foresake Kraft for some other 
sponsor for some time, because 
Kraft holds a long-term persona] 
contract with the crooner and 
shows no present intention of re- 
linquishing it. 


Issues Letter Manual 


The Earle A. Buckley Organiza- 
tion, Philadelphia, has published 
a manual entitled “Let’s Write 
Friendlier Letters,” comprising a 
short course in writing more ef- 
fective business correspondence. 
The course is based upon cor- 
respondence training Mr. Buck- 
ley conducted for the Treasury 
Department in Chicago and Wash- 


ington. The 36-page manual sells 
for $1 


Tait Joins Kenyon-Baker 


Roy Taft, formerly of the ad- 
vertising and general sales staff 
of Loose-Wiles Biscuit Company, 
Long Island City, has joined Ken- 
yon-Baker Company, Newark, as 
account executive on industrial 
and consumer accounts. 


Ws 


Cracked Up 


A Golden bigqq that (3 all 


Daytime radio may not have the glitter and glamour 
of the big-time night shows, but it’s 24 karat— 
just the same! In the greater Kansas City 
area, daytime radio on KCMO is a rich vein that’s 
giving advertisers golden results. 


Choice daytime spots on KCMO are available now. 


low per radio home. 


money—and KCMO 


| Basie Station 


KCMO’s daytime programming has high ratings 
that are hard to beat. Best of all, the cost is 


Comparison shows that KCMO gives you more for your 


has the availabilities. 


Get details from your nearest John E. Pearson 
office or write KCMO for a golden opportunity 
to make the most of your advertising dollar. 


Represented | 
JOHN E. PEARS: 
CHICAGO 


NEW YORI 
KANSAS Cli” 


AMERICAN Broadcasting Co. 
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Auto Production 
Qutlook Bleak; 
Fear Long Strike 


(Continued from Page 1) 

be obtained by virtue of new 
plant construction, will not be 
available until late in 1946. In 
addition, a continuation of ma- 
terials and parts shortages due to 
jabor troubles in suppliers’ plants 
will effectively prevent General 
Motors from reaching even the ’41 
production level, Mr. Wilson said. 

Up to Nov. 1, the industry had 
produced 19,136 units, slightly 
over 26% of the 72,240 it had been 
expected to make to that date. 
The figure is even more minute 
when stacked up against the esti- 
mates rampant last August which 
placed auto production this year 
in the 500,000 to 750,000 range. 


Ad Campaigns Affected 


Advertising by the auto makers 
will doubtless follow the produc- 
tion curve. That is the gist of 
comments to ADVERTISING AGE by 
advertising executives here. The 
most pessimistic view expressed 
was that the outcome of the wage 
bickering between General Motors 
and the UAW would be a “show- 
down strike” of as long as three 
months’ duration. If this should 
actually result—and there are ex- 
tremely few reasons at hand to 
date for believing otherwise—the 
biggest of the Big Three would 
find itself just getting started on 
volume 1946 production some time 
next February. 

It is very likely, in the light of 
past experiences with automotive 
strike troubles, that a walkout of 
such a magnitude would spread 
throughout the rest of the indus- 
try—with Chrysler, only now in 
a fair way to getting its assembly 
lines moving, next in the union’s 
strike-sights. 


Ford Rejects Demands 


Until this week, Ford Motor 
Company’s attitude toward the 
UAW wage demand was only hint- 
ed at. The company now has giv- 
en notice of a flat rejection of the 
demand for a 30% increase in 
wages for its employes. Pointing 
out that costs are higher than 
ever before and that worker pro- 
ductivity is at the lowest mark 
ever, the Ford statement assert- 
ed that not only is the company 


YES-THEODORO 
ADVERTISING 
SERVICE 


now representing 
NEW YORK POST 

PARIS POST 
THE HOME NEWS 


BRONK AND MANHATTAN 


ADVERTISING SERVICE 


75 WEST STREET, NEW YORK 6, WN. Y. 


EOWARD C. KENNELLY General Maneger 
MICAGO + DETROIT + SAN FRANCISCO + LOS an 


| Clim THEODORO 
q 


PARIS. FRANCE - LONDON, ENGLAND 


now paying the “highest wages in 
the automotive industry” but that 
“we do not believe that this is the 
time to settle on general wage in- 
creases.” 

The statement put to rest fears 
in the industry generally that Ford 
might upset the delicate GM-UAW 
situation by giving its workers the 
raise for which they have already 
signified they are ready to strike. 
Unless the UAW backs down on 
the wage demand, it is evident 
that Ford will be included in any 
industry-wide walkout that may 
occur. 


Others Long Delayed 


Most of the smaller auto produc- 
ers are in a bad way, as a result 
of strikes. Studebaker, which was 
to have started passenger car as- 
sembly early last month, has been 
held back by strikes in its sup- 
pliers’ factories. Hudson is in pro- 
duction but hasn’t progressed yet 
beyond the mid-October rate of 
150 cars daily, due to a lack of cer- 
tain parts. Packard, with a pro- 
duction rate of about 55 cars daily 
when the company announced its 
new 1946 models, is believed to 


have increased the rate to between 
65 and 70 a day. Nash assembly 
at Kenosha was delayed 30 days 
by suppliers’ strikes, and began 
operations Oct. 27. Its monthly 
rate is reported at 250 units. 

Willys - Overland’s production 
of civilian jeeps was halted last 
Sept. 26 because of suppliers’ 
strike headaches, and operations 
have not yet been resumed. 

Even Graham-Paige and Kaiser- 
Frazer, which will share Willow 
Run, found their progress toward 
getting started at the big plant 
blocked in an intra-union argu- 
ment between the Graham-Paige 
and the Willow Run UAW locals. 
This has since been straightened 
out by the union’s executive board, 
but actual assembly by either 
company is still three months or 
more away. 


Baldwin Promotes Allen 


Robert G. Allen, general man- 
ager of Baldwin Southwark divi- 
sion of Baldwin Locomotive 
Works, Philadelphia, since March, 
has been promoted to general 
sales manager of Baldwin Loco- 
motive Works. 


Cudahy Names Grant 

The Toronto office of Grant Ad- 
vertising of Canada has _ been 
named to handle Old Dutch 
cleanser advertising in Canada, 
effective Dec. 1. Plans for 1946 
promotion will be decided soon 
by Cudahy Packing Company, 
Toronto. 


Starts New Agency 

A new Philadelphia agency, f, aes 
Deane-Klein-Davidson Company, = _ 
has been formed, with offices at + SUPERIOR 7670 
501 Lewis Tower building. 


NYLOFOAM 


REGISTERED TRADEMARK 
FOR SALE 


Submit Offer to 


NYLOFOAM CO., Inc. 


2511 S. W. Miles Portland 1, Oregon 


California, 


HOLLYWOOD: 


Advertisers of manicure products do a 
thriving business with Miss Ideal, the 
alert, glamour-conscious, budget -wise 
young lady who dotes on Movie Life. 
Movie Stars Parade, Movies and Personal 
Romances. 

In many cases their copy carries a 
coupon enabling them to check directly 
on response. 

Ideal is prevailingly the best producer 
on your list, at the lowest cost, of 
coupon returns—an incontestable proof 


of selling power. 


Boost your hand lotion sales 


by advertising in Ideal 


W. M. Cotton's G eal WOMEN'S GROUP. Movie Life » Movie Stars Parade + Movies +» Personal Romances 


NEW YORK: Ipeat PuBLISHING CorRP., 295 Madison. Avenue, New York 17, N. Y., MU 38-8191 @ CHICAGO: IDEAL PUBLISHING 
corP., 360 N. Michigan Avenue, Chicago 1, Illinois, State 5582 @ LOS ANGELES: pon Harway & Co., 816 West 5th Street, 
Los Angeles 18, California, Mutual 8512 


IDEAL PUBLISHING corP., 8278 Sunset Boulevard, Hollywood 46, 
Hillside 7364 
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How many times have you heard it: 
“The coming of peace will see the 
collapse of war production cities!” 


South Bend hummed with war pro- 
duction. Now, South Bend hums with 
peacetime production. 


Gas, electric and telephone installa- 
tions, still going up, answer the ques- 


tion, “Who’s Leaving Where?” 


Sept.1944 Aug.1945 Sept. 1945 


Gas 25,119 25,534 25,541 
Telephone 30,719 31,137 31,208 ‘ 
Electric 31,371 31,918 31,889 


The TRIBUNE saturates this prosper- 
ous peacetime market. The largest 
circulation in America of any evening 
newspaper in any city of up-to-110-000 
people. 


NEWSPAPERS GET IMMEDIATE ACTION! 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 
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Oil Men Hear How 
Atomic Energy May 
Affect Industry 


Wilson Hits Rail 
Attack on Airlines 
at API Convention 


Chicago, Nov. 15.—The nation’s 
top oil men, attending the 25th an- 
nual meeting of the American Pe- 
troleum Institute here this week, 
today heard what lies ahead for 
their industry as a result of atomic 
discoveries. 

In a technical talk on “Petro- 
leum vs. Plutonium,” Dr. Clark 
Goodman, Massachusetts Institute 
of Technology, analyzed the war- 


time developments in nuclear 
physics, and expressed opinion 
that: 


1. If military and governmen- 
tal controls do not interfere, 
atomic energy will be available 
for industrial purposes within the 
next decade; 


May Compete with Coal 


2. Natural uranium piles may 
compete with coal, particularly in 
the generation of electric power; 

3. The natural uranium and 
graphite piles, which may com- 
pete with coal, are far too bulky 
to be used in units for mobile 
power, even in propulsion of water 
vessels, which would probably be 
the first such application of atomic 
energy in competition with petro- 
leum; 

4. Within the bounds of avail- 
able information, it would appear 
that petroleum and coal will prob- 
ably continue for at least another 
generation as the primary sources 
of energy for transportation and 
heating. Although atomic energy 


Peoria’s . 
Drug Firm 


Mr. J. B. Case, President of Sutliff & 
Case Co., and typical views of their 
9 up-to-date stores. 


Has Long Depended on 
= WMBD for Sales Influence 


“The Sutliff & Case Bandwagon” 
first began over WMBD nine years 
ago. This musical program proved 
so effective sales-wise that it has 
been continued ever since . now more than 2.800 broadcasts 
without interruption. During this time, Sutliff & Case’s business 
has increased nearly 50° ...nine modern stores now serve Peoria. 


i eee 


resident. 


Mr. i. B. Case. P 


says: “Our consistent 

use of WMBD has con- 

tributed greatly to our 

steady growth ... Peoria q ART of Mee, 

people listen and live . == 2 

with WMBD. & ‘Ac YY 
x AG 
| FREE & PETERS, INC. 


National Repres: atatives 


PEORIAREA 
Pop.614,200 


Member CBS 


may gradually enter as a com- 
petitor, its most extensive appli- 
cations will probably be in new 
fields of human endeavor. Few 
of us will live to drive atomic 
automobiles or fly jet planes 
powered by nuclear energy. When 
this time arrives, there will be 
a petroleum industry (and) in- 
stead of petroleum being prima- 
rily used for fuel, it will be the 
raw material for all kinds of or- 
ganic substances. 


Ickes Asks Cooperation 


Among other talks made, in 
more than 100 general, group, 
committee and subcommittee ses- 
sions of the highly departmental- 
ized trade group, was that yester- 
day by Secretary of the Interior 
Ickes, soon to bow out as petro- 
leum administrator, who said it 
would be unwise in the future 
“for government to interpose itself 
in any phase of the oil business 
which can be handled by the in- 


and with the satisfaction that a 
fair profit brings.” 

He warned that industry and 
government must cooperate to 
make certain that the nation shall 
have access, “whether at home 
or abroad, to all of the oil that 
it may ever require.” 

Dr. Robert E. Wilson, chairman 
|of the board, Standard Oil Com- 


continue compiling such statistics 
| on the petroleum industry as were 
| gathered for the first time during 
| the war. 


Urges Revitalized API 


“It is also hoped,” he declared, | 
| “that some means will be found | 
| to maintain the better 
standing and mutual respect be- 
tween different branches of the 
industry and between large and 
small companies, which charac- 
terized the work of the Petroleum 
Industry War Council. 
legal restrictions will prevent the 
full cooperation which prevailed 


dustry efficiently and economically | 
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during wartime, but I certainly 
hope a revitalized API or some 
other body will make it possible 
for the industry to maintain a 
better degree of mutual under- 
standing. . .” 

C. R. Smith, chairman of the 
board of American Airlines, called 
on the railroads to cease what he 
termed their obvious attempts to 
hamstring air transportation. He 
pointed out that there is ample 
room for both industries, as well 
as the automobile industry, em- 
phasizing the petroleum indus- 
try’s vital interest in the subject 
as an important user of transport 
agencies. 


Through Trains Lacking 


He also called the rail lines to 
task for having failed to consoli- 
date their systems, and for having 
failed to “run through trains be- 
tween many large cities.” 

Glenn Griswold and Theodore 
R. Sills, Chicago public relations 
specialists, urged the oil men to 
give more attention to public re- 
lation activities to further their 
interests. Mr. Sills suggested that 


in industry advertisements ¢o. 
garding labor troubles, copy sh yjq 
be directed at the reader’s oo. 
tions and not couched in lega sti, 
terms. 

Departing from custom of re. 
cent years, the little active Ap; 
division of marketing held a ses. 
sion. Subjects of a controversjg) 
or legalistic nature were avoided 
it is reported, with discussion con. 
fined to fuel oil availability ang 
world supplies of gasoline, kero. 
sene and burning oils. 

Roy W. Blair, Lincoln Oil Com- 
pany, Troy, Mo., was. elected 
president of the National Oil Mar- 
keters’ Association at an election 
meeting here yesterday. The 
group’s first postwar convention 
will be held in Chicago next Oc- 
tober. 

The API board of directors ap- 
proved a reorganization plan pro- 
viding for a new transportation 
division to be located in Wash- 
ington, authorizing the formation 
of a foreign department “when 
suitable,” abolishing the office of 
executive vice-president, and 
other measures. 


OFFICE MANAGEMENT 
and EQUIPMENT 


Provides a direct drive for the 
maximum in sales from: 

Banks & Trust Companies 

Large Manufacturers 
Transportation Companies 
School Boards Utility Companies 
State & Municipal Gov’ts 

National Government Bureaus 
Insurance Companies 

Shipping Companies 

Public Institutions 


pany of Indiana, urged that the| 
Interior Department preserve and | 


under- | 


Of course, | 


| 


| 


| 


two important groups that must be reached to sell.4 
market for office equipment and supplies. 


There is an attractive Combination F 
lications with individual sales mes 


TO COVER 


Commercial Sifitioners 
Office F urnitgere Dealers 


School Sugbly Distributors 

and all @ther trade channels, 

It exe ts a powertul influence 
a reader interest it has 
‘ears to build, 


fe for the use of BOTH pub- 
es to each group addressed. 


Write for Circulation Analysis and Combination Rate Schedule 


| GEYER PUBLICATIONS 


Established 


1877 


260 Sth AVENUE 


Also publishers of THE GIFT AND ART BUYER, SPORTS AGE ond Trade Directorie: 


NEW YORK 1, N. Y. 
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Birdseye Presents 
Anhydrous Fruit, 
Vegetable Plan 


(Continued from Page 1) 
ucts. and explained that AHF and 
Ayer are currently working on a 
cuit: ble name for the products. 


Would Cut Shipping Costs 


“We think these new foods are 
soing to have an important effect 
upon the channels of distribution 
as well as upon the household 
cook and the hotel and restaurant 
Mr. Roden said. “Water 
accounts for as much as 95% of 
the content of vegetables, and it 
isn't going to be necessary to haul 
that water around. 

“Five truck loads of raw vege- 
tables going into a cannery result 
in nine truck loads of canned 
products, but five truck loads go- 
ing into our anhydrating plant 
will come out as one truck load 
of these new foods ...a factor 
in reducing shipping and storing 
costs.” 


” 
chef, 


Water Extracted Quickly 


Saving of space on_ grocery 
shelves, Mr. Roden estimated, will 
be around 80%, and waste and 
spoilage will be eliminated. 

Mr. Birdseye demonstrated the 
preparation of three anhydrous 
vegetables, and explained that the 
secret of the process lay in the 
speed with which the water is 
extracted. Potatoes, beans, corn, 
beets, apples, peaches, berries, 
etc., can be anhydrated in an av- 
erage of 90 minutes, whereas or- 
dinary drying processes average 
18 hours. They will be anhy- 
drated during their harvesting 
seasons, but will be available in 
stores throughout the year. 


Cleaver-Brooks Makes Units 


The anhydrators, in which the 
foods are processed, were devel- 
oped and will be manufactured 
by Cleaver-Brooks Company, Mil- 
waukee, which also plans a line 
of equipment to wash, peel, slice 
and blanch foods prior to an- 
hydration. 

Mr. Birdseye also announces 
the organization of his own com- 
pany, Processes, Inc., to study and 
develop the food preservation field. 
He said the new company “will 
develop both processes and ap- 
paratus which it will make avail- 
able to the food industry under 
licenses, and will plow back into 
further research and development 
for the benefit of its licensees a 
arge percentage of license fees 
received. Thus, the new corpora- 
tion will resemble a cooperative 
and should prove an important 

tor in the future of food pres- 
ervation.” 


a 


@ Set entirely with FOTOTYPE, this 
Pad ad is just a sample of what can be 
7 

done with this amazing new type 


setting device-and it cuts costs, too, 
g 


eliminating display type and hand 


] lettering charges. Quick, simple, eco 
rd nomical ... any office girl can be your 
5 J compositor 
a Write TODAY for catalog explaining 
c) the FOTOTYPE system and showing 
*-5 the 60 modern types now available 
A 

3 THE FOTOTYPE COMPANY 


625 W. Washington, Chicago 6 


Chaos May Ruin 
‘Golden Era’ in ‘46, 
CPA Chief Warns 


(Continued from Page 1) 

ties and materials shortages, to 
unwillingness of some industries 
to sell their goods until the excess 
profits tax is off. At the moment, 
an impending strike in the steel 
industry is a threat to virtually 
the entire reconversion program. 

If things would move smoothly, 
Mr. Small would promise a very 
happy situation by next June, 
with employment in the metal- 
working industries back almost to | 
the wartime peaks. 


Would Triple Auto Output 

The automobile industry output | 
in June, according to Mr. Small, | 
will be about triple its total for 
the same month in 1939. Manu- 
facturers’ estimates reported by 
Mr. Small predict $1.9 million 
worth of sewing machines next 
June compared with $1.8 in June 


1939; $55.8 million of refrigerators 


compared with $16.1; $12 million| future wages, and anticipation of 
of metal furniture against $4.6 | upward price adjustments. 


million in the prewar year, and 
$5.8 million of domestic laundry 
equipment compared with. $2.2. 

Despite the optimistic reports 
that industry has submitted, Mr. 
Small says, recent developments 
indicate that these results are 
theoretical rather than probable. 
He lists these difficulties: 

1. Some manufacturers have 
been unable to get prices from 
OPA. 

2. Excess profits tax repeal is 
causing firms to hold up sales 
until the first of the year. 

3. Strikes in the auto industry 
in suppliers’ shops have cut off 
supplies. 


Contract Difficulties Cited 


In addition to the information 
provided by Mr. Small, industry 
leaders visiting here report that 
it is increasingly difficult to con- 
tract for components and mate- 
rials. In many cases, they say, 
producers of steel and other ma- 
terials are unwilling to quote 
prices because of uncertainty over 


Since cutting off of war con- 
tracts was virtually completed in 
the metal working trades in Sep- 
tember, Mr. Small said, manufac- 
turing activity is likely to in- 
crease steadily hereafter. Most 
serious shock was registered in 
the automobile industry, where 
$8 billion in contracts were can- 
celled and 400,000 workers re- 
leased. 

During the week, the Bureau 
of Labor Statistics reported that 
layoffs had slowed down during 
September and reconversion hir- 
ing was well under way. Gross 
separations dropped from 2.4 mil- 
lion in August to 1.4 million in 
September. 


Appoints Ellis 


A.M.R. Chemical Company, 
Brooklyn, maker of A-M-R lighter 
fluid and A-M-R insecticide, has 
appointed Ellis Advertising Com- 
pany, New York, to handle its ac- 
count. Newspapers, magazines 
and trade publications are being 
used. 


59 
Blatz Names V.P. 


Frank C. Verbest, formerly 
president of Keeley Brewing Com- 
pany, Chicago, has been named 
vice-president of Blatz Brewing 
Company, Milwaukee. 


Lovelace Retires 

Griffin M. Lovelace, vice-presi- 
dent in charge of advertising, New 
York Life Insurance Company, has 
retired. No successor has yet been 
appointed. 
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PORTLAND OREGON 


REPRESENTED NATIONALLY BY NBC SPOT SALES — EXCEPT 


and preferences of the teeming Portland area. 


NETWORK STATION 


WBZ * 


5,000 WATTS 


KEX 


My. Mterist /” 


With this cheery greeting, the motorist 


KDKA * WOWO 


* KEX REPRESENTED NATIONALLY FY PAUL 


' tv, * 


is enticed to the curb, and unburdened of his views, if any, on the subject of safe driving. 
Daily, Monday through Friday, the roving KEX reporter interviews motorists at one of 


Portland’s busy intersections, in the interest of the Portland Traffic Safety Commission. 


“Hey, Mr. Motorist!” is new to the air. . an educational program designed to help reduce the 


traffic-toll in Portland. KEX is happy to lend a hand in support of worthy civic movements 


This is but one of the timely, well-planned public-service offerings of KEX.. Portland, 
They are integrated in a program-schedule which runs the gamut of the radio needs 
KEX’s local and network productions enlist 


the attention, !oosen the purse-strings, in one of the “Coast’s” most impressive markets. 


——WESTINGHOUSE RADIO STATIONS Inc— 
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Hikes in Catalog, 
Parcel Post Rates 
Delayed by Senate 


Washington, Nov. 15.—The Sen- 
ate post office committee today 
gave its approval to a bill to re- 
quire sworn circulation  state- 
ments from weekly, bi-weekly 
and tri-weekly newspapers, but 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 

.. +. Or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


balked at immediate approval of 
House - passed measures raising 
postal rates on parcel post and 
advertising catalogs. 

Meeting for the first time since 
the 79th Congress organized last 
January, the committee took only 
a few minutes to give its assent 
to the sworn circulation measure. 
Then, at the suggestion of Sen 
Clyde Reed, it decided to call 
public hearings before reporting 
the more controversial measures. 

Supported by the Four A’s, and 
other advertising groups, the bill 
was originally suggested by the 
National Editorial Association 
as an aid to weekly papers in so- 
liciting national advertising. 
Howard Lindsay of the Four A’s 
was available to testify for the 
bill Monday, but it was approved 
without prolonged hearing. 

Senator Reed insisted on pub- 
lic hearings on the parcel post 
and catalog rate bills in view of 
the amount of opposition that has 
been voiced, but it was decided 
to delay reports until opponents 
have had their say. 


Ad Bureau Issues 
First Selling Kit 
on Retail Copy 


New York, Nov. 15.—The retail 
division of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, has started is- 
suing to members a monthly sell- 
ing kit, to supply them with 
varied data on preparing retail 
advertising for newspaper pub- 
lication. 

Assembled in three main sec- 
tions, the kit will reach news- 
papers monthly, at least six 
weeks before the month in which 
it is to be used. It contains a 
“Retail Planning-Calendar,” pro- 
viding space for local facts and 
figures, to serve as guide for 
newspapers in developing similar 
calendars and giving them monthly 
retail sales figures for comparison. 


Repeats Success Stories 


Each kit also will contain a re- 
tail advertiser “‘success story,” the 


McCook, Neb. 


6,435 Population 
294 Miles S. W. of Omaha 
Pe ES 


It’s one of my “home towns.” 


principal towns in Nebraska and southwestern 
Iowa, in which the World-Herald is by ABC 
count a major or dominating influence. 


One of 585 “at home” as 


“What Am I Doing In This Picture?” 


most newspapers are in their 


local community. 


with an effective buying income exceeding 


At McCook, our ABC coverage is 75% daily, 


78% Sunday—mostly carrier delivered. Cov- 
erage at North Platte, 
McCook, is 48% daily, 71% 
out the 103 counties of Nebraska and south- 
western Iowa, the World-Herald is as much 


FRE 


80 miles north of 
Sunday. Through- 


—First Edition of 
World - Herald 


*Sales Management, 


COVERS NEBRASKA AND S.W. IOWA 


maha 


WORLD-HERALD 


1945 Consumer Analysis. 


Of considerable interest 
to all interested in this 


great market. Write Na- 


tional Adv. Dept. 


voice to carry your sales message. 
World-Herald, 


more than 210,000 families, every other one 


OWNERS AND OPERATORS OF RADIO 
National Representatives, O'Mara & Ormsbee, inc 


$1,510,085,000* you need a strong, influential 


That’s the 


which reaches and influences 


throughout this entire region! 


1945. 
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New York Chicogo. Detroit, tos Angeles Son- Francisco 


Net Paid Circulation September, '45—Daily 210,287; Sunday 212,133 


In this great, stabilized market, bulging | 
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first using the story of Franklin 
Shops, Inc., Hempstead, L. I., de- 
partment store, which devotes 90 
to 100% of its budget to news- 
papers. The third part, “Ideas 
and Implements,” will be kept 
flexible to provide different data 
each month. The first kit for Jan- 
uary contains reprints of ads and 
trade press articles, and a dis- 
cussion of leading retail linage 
producing commodities for the 
month, among other material. 

First project for the B of A’s 
retail division was “Retail Memo,” 
a weekly newsletter. 

At a two-day meeting this 
week, two members were added 
to the mat service subcommittee 
of the retail committee, bringing 
that group’s total to five under 
the chairmanship of Earl Maloney, 
Peoria Newspapers. They are Har- 
old L. Garner, Examiner, Peter- 
boro, Ont., and George Stewart, 
Observer & Reporter, Washington, 
Pa. At the first session, John 
Giesen, division director, gave a 
report of his recent trip to 11 
western and midwestern cities. 


N. Y. Printer Wage 
Dispute Settled 


New York, Nov. 14.—Typo- 
graphical Union No. 6 this week 
won from the New York Employ- 
ing Printers Association a new 
contract, effective tomorrow, 
granting a 27.25% wage increase 
on the same basis as that recently 
enforced in Chicago after a 21- 
day strike. 

Previously, the union had voted 
to take strike action to enforce its 
demands for a settlement on the 
Chicago basis. Commercial print- 
ing circles estimate that, with the 


settlement in New York follo ‘ing 
the Chicago strike action, negotia. 
tions now in progress throughoy 
the nation probably will resuit jp 
similar settlements. 

Under the agreement, the y 
week will be reduced from 4() ty 
37% hours during the first sj, 
months, then to 36% hours for the 
remainder of the two-year pe: iog. 
Base pay will be $66.40 per week 
with an additional week. of paiq 
vacation and three holidays with 
pay also granted. 


Says Bargaining Broke Down 


Charles E. Schatvet, president oj 
the Printers League Section of the 
association, in announcing the new 
contract said: “The Printers 
League has made every possible 
effort to obtain a contract through 
normal bargaining procedure. The 
international officials of the Typo- 
graphical Union, however, insisted 
on acceptance of the terms which 
were recently imposed in Chicago 
after a 21-day strike. All efforts 
to resort to arbitration or conciiia- 
tion were rejected.” 

Meanwhile, it was learned here 
that members of the printing in- 
dustry are attempting to break 
down union limitations on the 
number of apprentices. One source 
estimated that the printing indus- 
try throughout the country is 75,- 
000 men short. Recruitment of 
apprentices is limited by union 
rules and by the small number of 
apprentice schools. 


‘Journal’ Names Ottley 


John K. Ottley Jr., formerly 
advertising director and director 
of Constitution Publishing Com- 
pany, has been named advertising 
director of the Atlanta Journal, 
succeeding James R. Brumby. 
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Heating Industry 
Urged to Adopt 
‘Comfort Seal’ 


State College, Pa., Nov. 16.— 
Granting of a “Comfort Seal Cer- 
tificate’ to builders of homes in 
which the heating equipment and 
ruction meet standard speci- 
fications Was proposed at a hous- 
ing and heating conference at 
Pennsylvania State College this 
week, by Prof. T. S. Spicer, chair- 
man of the conference and as- 
sistant professor in the college’s 
division of fuel technology. 

Prof. Spicer’s controversial pro- 
posal would create a national or- 
ganization of the fuel, building 
and heating interests to check 
specifications for new homes, 
srant the certificate after inspec- 
and promote the “comfort 
seal’ aS a measure of consumer 
protection. 


Would Be ‘Standard Yardstick’ 


“The average home owner,” he 
said, “is not qualified to appraise 
his heating system, and worse yet 
there’s no place he can go for 
advice. The nation is badly in 
need of a standard yardstick of 
comfort heating.” All heating ap- 
pliances and house design would 
be considered in granting the 
comfort seal. )' 

While some heating industry and 
equipment manufacturing circles 
are in favor of the plan as a pro- 
motional program, others are op- 
posed on the grounds that those 
manufacturers whose equipment 
did not meet some of the specifi- 
cations would not be willing to 
participate and would undermine 
any industry-wide program. 


Davis, OWI Head, 
Returns to Radio 


on American Net 


New York, Nov. 15.—Elmer 
Davis, director of the Office of 
War Information from 1942 until 
its recent dissolution, is returning 
to his previous work as a radio 
commentator with a _ series of 
thrice weekly news programs on 
the American Broadcasting Com- 
pany. 

He was formerly a commentator 
for Columbia Broadcasting Sys- 
tem. 

Effective Dec. 2, Mr. Davis will 
be heard Sunday, 3-3:15 p.m., EST, 
and Tuesday and Wednesday, 8:15- 
8:30 p.m., EST. His commentaries 
will originate from Washington, 
and he will, as he expresses it, 
“try to explain the news—one of 
the most important and responsi- 
ble jobs anyone can undertake in 
these times.” 

The programs will be on a sus- 
taining basis, but will be avail- 
able for sponsorship, with several 
advertisers already reported inter- 


ested in presenting the commen- 
tator. 


MANUFACTURERS 
SALES MANAGERS 


Retail grocery or drug mis- 
sionary salesmen avail- 
able for work immediately 
with or without cars. 


con: 


tions, 


Complete facilities throughout U. $. and Canada 


AD AS 


Advertising Distributors of Am. 


NEW YORK: 400 Madison Avenue 
‘HICAGO: 20 East 8th Street 
ST. LOUIS: 1918 Washington Ave. 
'ORONTO: 1162 Dundas Street W. 


E. R. Johnson, 
Victor Founder, 
Dies in Camden 


Moorestown, N. J., Nov. 14.— 
Eldridge Reeves Johnson, 78, 
founder and until 1927 president 
of the Victor Talking Machine 
Company, Camden, died today. 

The guiding spirit of the com- 
pany for many years, he pioneered 
in the development of the phono- 
graph and a sales organization 
whose “His Master’s Voice” trade- 
mark is probably the most famous 
throughout the world. 

He began experimenting with 
the phonograph in 1900 in a tiny 
shop in Camden, financed by $50 
and $100 investments from friends. 
In 1901 he developed a machine 
with a long horn for an amplifier 
and formed the company for pro- 
duction and marketing. In 1906, 
he introduced the first: flat disc 
record featuring a widely recog- 
nized musical star by persuading 
Enrico Caruso to record for Vic- 
tor. 


! 
| 


s 

He retired in 1927 after the 
sale of the company for $40,000,- 
000 and devoted himself to ex- 
tensive travel and search for the 
fabulous “lost civilization” of the 
Easter Islands. Victor is now part 
of Radio Corporation of America. 


ROBERT A. STOUFFER 

Los Angeles, Nov. 13.—Robert 
A. Stouffer, vice-president of Out- 
door Advertising Incorporated, 
New York, died suddenly Nov. 5 
at his home here. .~ 

Born in Philadelphia, he served 
in the advertising fields in Cleve- 
land, Detroit and New York be- 
fore coming to Los Angeles in 
1942. 


CHARLES N. MULLICAN 


Louisville, Nov. 13.—Charles N. 
Mullican, 69, founder of the C. N. 
Mullican Company, Louisville 
agency which he established 25 
years ago, died here this week 
after a short illness. 

One of the pioneers in southern 
advertising, Mr. Mullican, before 
going into business for himself, 
was sales and advertising manager 


of the Kentucky Wagon Works. 
After World War I, he went to 
France with a theatrical unit of 
the 7M. C. A; 

The Louisville Advertising Club 
several years ago presented him 
with an honorary life membership. 
He won recognition for his leader- 
ship in encouraging agencies to ad- 
here to a code of ethics. 


WALKER I. GRAY 

Atlanta, Nov. 13—wWalker I. 
Gray, 59, former president and 
director of the Atlanta Journal 
Company, died yesterday at a 
Marietta hospital. Mr. Gray be- 
came president of the Journal in 
1935, holding that position until 
1939, when the paper was sold 
to former Gov. James M. Cox of 
Ohio. 


FRANK A. ROWLATT 

Toronto, Nov. 13.—Injuries re- 
ceived when he was struck by an 
automobile resulted Saturday in 
the death of Frank A. Rowlatt, 
69, member of the staff of F. H. 
Hayhurst Company Ltd., Toronto 
agency. He was at one time busi- 
ness manager of the Toronto News, 
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| later joined Norris-Patterson Ltd., 


| then formed his own agency. He 
joined Hayhurst in 1931. 
WILLIAM NORTON 

New York, Nov. 14.—William 


Warder Norton, 54, president and 
editor-in-chief of W.. W. Norton 
& Co., publishing house, died .at 
Doctors Hospital Nov. 7. After 
10 years as an exporter, he started 
the People’s Institute Publishing 
Company in 1923, later changing 
the name to Norton & Co. 


To make RESERVATIONS 
for. the Artists Guild 


Grech. Ball 


at Hotel Continental 
November 30, 1945 


call Whitehall: 5355. 


STANDARD STUDIOS, INC. 


Reprinted from 


The BILLBOARD MAGAZINE 


April 28, 1945 
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.-e- but if WGBI 
daytime ratings are 
astounding...then 


our evening ratings 


are PHENOMENAL! 


and 8:00 p.m. 


good availabilities. 


FRANK MEGARGEE, President 


CBS AFFILIATE « 910 KC 


1000 WATTS DAY « 500 WATTS NIGHT 


For according to Mr. Hooper, 
WGBI has the fop listening audience in 
each 30-minute period every night, 
Sunday through Saturday, between 6:00 
and 10:00 p.m.—and in each 
15-minute period every night, Monday 
through Friday, between 6:00 


That's why leading advertisers RELY 
on WGBI! They know that WGBI is 
needed to cover the rich Scranton- 
Wilkes-Barre market. Try it yourself... 
learn how it pays to BUY WGBI. 


A John Blair man can tell you about 


<=) & COMPANY 
National Representatives 


BLAIR 
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@ put the facts in the case indicate ¢nat . —— 
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as of one fooperated area, gcranton, Ppa., 8 ; * 
al +nere anything to back up the idea snat ee 
(i a station without strong competition i 
: — - will deliver the toP ratings- wGBI, in 
oS the coal mining area, really g0es to town 
— x with ratings on four of the First Fifteen 
m i’ ¢nat are nothing jess than sensational. 
pee Even adjusting the qive-month city- wi 
Pe | es asa eee ‘ae ne) i. 
| — (for 2 seasonable decrease in jistening)- ie 
. WGBI does anywhere from 175 to 360 per ik * 
\i cent better than the average national : 
° rating- actually, wGB! in the cas of ts 
‘ Big Sister aelivers 30 quaience that tops i3 
’ \ tne national gets-in-use figure (15.1) a 
: jet alone topping tne pational rating: | . a 
i WGBI in the daytime is Scranton radio. ae 
oe ) On the four programs on which qt’s OP as A. 
— a dog the pic 10oks like this: % 4 
> Program Nat'l i 
,. 6S Rating wos : ee 
, og Ma Perssaith CBS) «0s Hy Le) 2 
a Pe ate t eooeoe® . i, = , 
a Lite Can ee .....- 6.5 23.3 ee r 
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WHAT GIVES, MR. REUTHER? 


When a motor maker says of Walter Reuther: “*He’s the most dangerous man 
in Detroit,” and at the same time adds, ““You can’t help but like the guy,” 
there’s more to be learned about labor in Detroit by exploring the “guy” than 
there is in reviewing the issues . . . So, in December, FORTUNE presents the life 
and works, up till now, of U.A.W.’s heady quarterback ... No management 


man should miss it; few management men will—it's in FORTUNE. 


Fifteen years ago, management men began depending upon FORTUNE for the cold dop« 

Today, nothing but the slang has changed. FORTUNE’s first function still is to be the firs: 
to find out what gives with corporations, with government, with labor, with industry 

and equally so, with the people who run them...and when FORTUNE prints it, it’s a fac: 
—Jlater on it will become news. P.S. The same is true of Fortune’s advertising pages- 

because management knows that management ‘“‘must be the first to know.” 


—the magazine of management— is a study of business for the enlightenment of 
management men. 85% of FORTUNE’s 188,000 subscribers are management men— 
and survey after survey shows that advertising in FORTUNE reaches management 
more certainly, more effectively, and more economically than in any other magazine. 
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night after might. ‘* 
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wilh NALLAANT Oublrwin Laure windy. 
TEST—Kellogg Co., Battle Creek, is é é 7 
testing this fashion-note copy in a 
series appearing in color roto in Sun- 
day issues of the Chicago Tribune be- 
fore expansion of the theme to other 
markets. Kenyon & Eckhardt is the All- 
Bran agency. 


win tiautoc didhes; 


PAA HEADS GET TOGETHER—Charles Collier, left, managing director of the 


Pacific Advertising Association, looks over the war advertising campaign ma- 


fu heaaet Taringa 


terial prepared by Claire Drew Forbes, center, chairman of the Victory Ad- we oS “9 — 
vertising Committee of the Advertising Club of Seattle. At the right is Charles ©. A. Virb a Chiscdas Re 


A. Storke, president of the PAA, and managing editor of the Santa Barbara - mE : 
News-Press. GOOD TASTE WITH ANY FOOD 


#3, ¢ 
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HOLIDAY COPY—From Thanksgiving to Christmas a list of magazines and 
Sunday newspaper color sections will carry a campaign for W. A. Taylor & Co.'s 
Valliant California burgundy. Charles W. Hoyt Co., New York, is the agency. 


CUTTING THE TIES—At a ceremony symbolizing the separation of Stations 
KOMO and KJR, Seattle, are, left to right: O. W. Fisher, president of Fisher's 
Radio Station, Inc., operator of KOMO; Marion Bush, his secretary; Jean 
Wylie secretary of Birt F. Fisher, new owner and manager of KJR, and her boss. 


AT COAST CLINIC—Some of the experts in many fields who stressed the 
importance of advertising at the "How To Sell Your Products” clinic held in 
the Los Angeles Biltmore Hotel, Oct. 23, were, standing, left to right: W. 
Darlington Denet, director, administration and finance, Smaller War Plants 


Breitend 


Brand Whole Kernel Corn 


RE DUEST REVIVAL—This color page, illustrated by Norman Rockwell for 
Nets brand corn, which first appeared in 1939, is running again in the Dec. 3 
‘ss « of Life, by popular request. Leo Burnett Co., Chicago, handles the 
Minnesota Valley Canning Co. account. 


BLUE RIBBON—Sayman Products Co., 
St. Louis, received a blue ribbon 
award in Spice Mill's ninth annual na- 
tional food packaging show for this 
extract package, which permits a car- 
ton of one design to be used for the 
display of any one of eight different 
food flavors. 


Corp., Washington; George R. Miller, sales promotion manager, Richfield Oil 
Corp.; John R. Christie, clinic chairman; Edward Mills, Advertising Club of 
Los Angeles president, and Lewis Allien Weiss, vice-president, Don Lee net- 
work. Seated, left to right: Ford Sammis, marketing consultant; Jack Car- 
rington, manager, domestic trade department, Los Angeles Chamber of Com- 
merce; Richard S$. McCune, vice-president, Bank of America; Roy Phelan, 
McGraw-Hill Publishing Co., and Stanley Olafson, who substituted for Henry 
Humann, U. S. representative, Banco Nacional de Mexico. 


ALLIED AGENCIES GET DOWN TO CASES—With the awarding of Florida's state advertising account to Allied Adver- 
tising Agencies of Florida, representatives of the coalition group of four agencies and the State Advertising Commission 
got together to plan the million dollar program. Left to right around the table are T. M. Griffith, owner, Griffith Ad- 
vertising, Agency, St. Petersburg; R. E. McCarthy, owner, R. E. McCarthy Advertising Agency, Tampa; Gordon Stewart, 
vice-president of the Newman, Lynde & Associates, Jacksonville; J. Saxton Lloyd, Daytona Beach, vice-chairman of the 
commission; Gov. Millard F. Caldwell, commission chairman; Roy C. Beckman, state advertising director; Hunter Lynde, 
executive vice-president, Newman, Lynde & Associates; Maj. Clifford Pangburn, consultant on plans and copy, and M. T. 
Newman, president of Newman, Lynde. The fourth agency of the Allied group. Robert E. Clarke & Associates, Miami, 
| 


is not represented in this picture. Robert E. Clarke, its president, was stricken i 


and had to return to Miami before the 
award was announced. . 
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1 e Russeks is a centrally-located store offering | Resch 
1 is tna 
quality merchandise, well-styled re inate 
at a fair price. . . A typical Russeks advertise. 


ment. This 2,1 56-line 


insertion appeared in 
The Chicago Sun of 
October 14, 1945, 


2 , Russeks believes in visually attractive advertising 


embodied in a carefully planned format, copy simple and 


brief for quick, easy reading... 


US.-British Policy 
On Palestine Jews 
Runs Into nagar 


Tromon Accedes 
Pier 


First Chicago Speech Here, 


Joint Inquiry 
es feat tS 


3 » Russeks also believes in the use of a medium proved major by results, 


holding the respect and confidence of'an alert a hale Pe 
S Prewor Anti 

. Sal ee Brewster 

readership . . . Fi atte ae out 


Sees a i 
dvertising, 45 We 
Women's Clothing Store 4 ¢ Chicago 


-run* : othe 
s more full-t hat classification, than any 


Carrie 


. . . . i t 
, And Russeks believes in consistent use of as more accounts TS Iy a fraction 
rae 
: newspaper. : dvertising,” which reaches ony @ 
, r —|; ice , elude * Zone Aaver : 
that medium 52 weeks a year—like this: dFull-run advertising ons a fraction of its reeslar Tate 


of a newspaper 5 #re™ 


Number of days The Number of days Average size of 

Sun has published Russeks advertising Total linage of a Russeks insertion Russeks linage in Chicago 

—from Dec. 4 41 has appeared the 879 Russeks _—_ throughout the newspapers—from Dec. 4 ‘41 

through Sept. 30°45: —_ within that period: advertisements: period: through Sept. 30 '45: 

1,397 days 879 days 816,970 lines 929.4 lines The SUN... .816,970 lines 
—or an approximate —or slightly more Paper B.......+ 272,303 lines 
weekly average of 5 than three columns Paper C........ 188,079 lines 
days out of 7! full, per insertion! Paper D......+.++ 33,718 lines 


Paper E........none carried 


i" | (N “ im ie, \ 
400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17, N.Y 


National Representatives: THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave.» NEW YORK: 230 Park Ave. + Atlanta + Charlotte + Dallas « Detroit Kansas City + Los Angeles +» Memphis + St. Louis + San Francisco 
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